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Truth... 


Every  day,  millions  of  newspapers  are  transported  by  over 
100,000  Muller  Martini  grippers  — each  fully  supported  by  Muller's 
North  America  team  of  100  factory  certified  engineers  and  parts 
specialists  and  a  $40  million+  inventory  of  OEM  parts. 


OR  Consequences. 

Some  competitors  supply  secondary  market  grippers  and 
parts  which  are  poor  copies  of  our  proven  designs.  And,  these 
unreliable  knockoffs  are  installed  and  serviced  by  secondary 
players  not  certified  by  Muller. 

There's  a  reason  why  so  many  of  OEM  part,  but  the  support  of  the 
the  world's  newspapers  depend  on  world's  largest  and  finest  factory 
Muller  Martini  technology.  Because  certified  service  and  parts  team, 
when  you  deal  direct  with  Muller,  After  all,  when  you  consider  the 
you  know  you're  not  only  getting  costly  consequences,  why  settle  for 
an  authentic,  proven,  and  productive  anything  less? 


Muller.  The  right  choice. 


Digital  Solutions 
Saddle  Stitching 
BookTechnologies 
Mailroom  Systems 
Web  Presses 


mullermartiniusa.com 

1-888-2MULLER 

Ask  for  our  newspaper  team. 
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Give  Yourself 

Amazing  is  one  word  I’d  use 
to  describe  it.  Inspiring 
would  be  another. 

.  That’s  just  tvv'o  of  the 
reactions  I  had  when  looking  over  the 
nominations  we  received  this  year 
for  E&P’s  10  Newspapers  That  Do 
It  Right.  Just  the  amount  of  thought 
put  into  the  nominations  by  those  of 
you  who  did  was  enough  to  make  me 
proud  to  be  a  part  of  this  industry. 

From  the  tiny  weeklies  such  as  the 
McKenzie  River  Reflections  in  Colora¬ 
do  (circ.  800),  to  the  big  metropolitan 
dailies,  such  as  the  New  York  Times 
(circ.  1.5  million),  evety  nominee  was 
impressive  in  its  own  way. 

Of  course,  we’re  always  asked  how 
we  select  which  newspapers  make  the 
final  list.  Actually,  a  lot  goes  into  the 
selection  process.  We  look  at  the  nom¬ 
inations  for  such  things  as  circulation 
gro\rth,  increased  advertising  sales, 
revenue  achieved  through  new  chan¬ 
nels,  and  digital  products  that  do  more 
than  repuipose  old  content  on  new 
platforms.  But,  much  more  than  that, 
we  look  for  ideas  and  strategies  that 
are  unique  and  creative  whether  they 
bring  in  revenue  or  not  and  regardless 
of  newspaper  size. 

And  so  many  of  the  nominations  we 
receive  convey  that  resourcefulness 
wth  which  newspapers  have  always 
used  to  stay  relevant  and  causative  to 
the  readers  they  seiwe. 

Take,  for  example,  the  El  Paso 
Times.  The  paper  played  a  criti¬ 
cal  watchdog  role  over  the  past  two 
years  in  identifying  and  fixing  deep 
j:)roblems  in  the  El  Paso  Independent 
School  District.  The  Times  identified 
one  of  the  nation’s  worst  school-cheat¬ 
ing  scandals  in  a  year-long  investiga¬ 
tion.  And  when  the  school  district  and 
state  education  agency  became  para¬ 
lyzed  in  ti'jang  to  deal  wdth  the  fallout, 
the  Times  used  its  editorial  pages  to 


a  High-Five 

map  out  a  reform  plan  that  was  largely 
adopted  by  state  and  local  leadership. 
You  can  see  t\\'o  years  of  coverage  of 
this  issue  at  wv^^'.elpasotimes.com/ 
episd. 

Other  newspapers  demonstrate 
they  value  the  historical  significance  of 
their  communities.  The  State  Jour¬ 
nal-Register  in  Springfield,  Ill.  has 
published  continuously  for  183  years, 
making  it  the  state’s  oldest  newspaper. 
In  2013,  it  created  a  project  known  as 
Flashback  Springfield.  Included  was 
a  collaboration  vrith  the  Abraham 
Lincoln  Presidential  Library  and  the 
Papers  of  Abraham  Lincoln  project  in 
which  the  paper  printed  never-before- 
published  letters  to  Lincoln. 

Last  year  seemed  to  be  the  Year 
of  the  Event  for  many  newspapers 
looking  to  add  revenue  and  market 
themselves  in  new  and  bigger  ways. 
Whether  it’s  a  bridal  expo,  a  book 
fair,  a  kids  expo,  a  Christmas  crafts 
show,  or  jazz  music  weekend,  an 
event  can  generate  revenue,  and,  just 
as  importantly,  events  create  experi¬ 
ences  that  leave  lasting  impressions 
in  the  minds  of  readers,  advertisers 
and  the  community. 

But  what  I’m  always  so  impressed 
wdth  is  the  never-give-up  attitude 
among  newspaper  folks.  For  example, 
Keith  Foutz,  who,  together  with  his 
brother,  Fred,  bought  The  Early  Bird 
weekly  in  Greenville,  Ohio  in  2012, 
told  me  about  the  patience  it  took 
before  he  was  finally  able  to  land  the 
purchase. 

“I  pestered  the  owner  for  about  a 
dozen  years,  ^\^’iting  her  Christmas 
cards  every  year  wath  a  note  that  said, 
‘Let  me  know  if  you  ever  consider  sell¬ 
ing  the  paper,’  ”  Foutz  said.  “Finally, 

I  received  a  reply  from  her  after  my 
2011  Christmas  card,  sajdng,  ‘Maybe 
it’s  time  we  talked.’  ” 

And  the  rest  is  histoiy.  -  EZ 
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ILLUSTRATION  BY  TONY  O.  CHAMPAGNE 


You’re  joking,  right? 

I  am  a  journalism  professor.  I  teach 
spoils  journalism.  I’ve  also  witten 
longform  spoils  journalism  for  sites 
like  SB  Nation  Longform,  Yahoo’s 
The  Post  Game,  and  Spoils  on  Earth. 
There  is  more  quality  sports  journal¬ 
ism  being  produced  in  a  single  day 
now  than  there  was  in  entire  years 
during  the  time  frame  you’re  talking 
about  (Editorial,  “Let  Me  Know  When 
the  Days  of  Great  Spoils  Writing 
Return,”  December  2013). 

Open  j'our  eyes.  Open  a  web 
browser.  Read  Grantland  and  SB 
Nation  and  ESPN  The  Magazine  and 
Spoils  Illustrated  Longform  and  Best 
American  Sports  Wiiting  and  about 
a  million  other  sites  and  publica¬ 
tions.  Read  Wright  Thompson.  Read 
Thomas  Lake.  Read  Bryan  Phillips. 
Read  Chris  Ballard.  Read  JR  Moeh- 
ringer.  Read  Michael  Mooney.  I  could 
go  on  and  on  and  on  and  on.  The  only 
thing  this  editorial  shows  is  that  you 
don’t  actually  read  sports  journalism 
anymore.  Or  that  you’re  incredibly  bad 
at  choosing  the  type  that  you  do  read. 
Let  you  know  when  the  days  of  great 
spoils  wTiting  return?  Dude.  You’re 
bring  in  the  golden  age  and  you  didn’t 
even  know  it. 

MATTTULLIS 

Submitted  on  editorandpublisher.com. 

Good  and  bad  out  there 

There  is  a  lot  of  great  sports  writ¬ 
ing  today,  and  a  lot  of  equally  bad, 
formula  writing  as  well  (Editorial,  De¬ 
cember  2013).  Mike  Woods  {Appleton 
Post-Crescent)  is  one  of  the  best  I’ve 
read.  His  piece  on  Dick  Bennett’s  two 


gay  brothers,  and  his  piece  on  Dave 
Mader’s  best  performance  (stopping 
a  friend  on  campus  from  committing 
suicide)  are  among  the  best  I’ve  read 
anywhere.  Anyone  w'ho  w'ants  to  be  a 
sports  writer  needs  to  read  Gar>'  Cart- 
wTight’s  “Confessions  of  a  Washed-Up 
Sportswriter”  (http: //harpers.org/ 
archive /1968/04/ confessions-of-a- 
w'ashed-up-spoilswriter/).  Between 
the  humor,  there  is  a  great  deal  of 
critical  wisdom. 

ED  BYRNE 

Submitted  on  editorandpublisher.com 

On  Jim  Murray 

I  grew'  up  on  the  writings  of  Prescott 
Sullivan  in  the  San  Francisco  Exam- 
vtier  in  the  ‘50s  and  ‘60s.  I  lived  in  Los 
Angeles  in  the  first  few  years  (Jim)  Mur¬ 
ray  began  writing  for  the  Los  Angeles 
Times  (Editorial,  December  2013).  The 
one  column  I  remember  well  was  w'hen 
Alabama  w'on  its  first  national  football 
title  in  1963. 1  believe  the  first  line  of  his 
column  read,  “National  champions!  Of 
w'hat,  the  South?”  It  prompted  me  to 
write  him  a  letter  stating  that  indeed, 
Alabama  was  the  appropriate  national 
champion,  despite  haring  a  segregated 
team  (which  w'as  Murray’s  bone  of  con¬ 
tention).  As  a  player  on  an  integrated 
team  in  the  Los  Angeles  area,  and  seeing 
the  trends  coming  down  the  pike  in 
America,  I  knew'  it  wouldn’t  be  more 
than  a  few'  yeai's  until  the  SEC  (South 
East  Conference)  saw  fit  to  integrate 
their  teams.  It  came  true  and  under  the 
leadership  of  Bear  Biyant  and  others, 
w'e  have  w'hat  we  have  today. 
TONYONELLION 

Submitted  on  editorandpublisher.com 


The  end  of  journalism 

Our  editorial/commentary  page  is 
one  of  the  most  read  of  our  weekly 
new'spaper  (Critical  Thinking,  Decem¬ 
ber  2013).  Wlieareas  other  weeklies 
have  discontinued  their  op-ed  page, 
ours  has  been  good  for  us.  What  does 
this  say  about  the  question  regard¬ 
ing  the  dropping  of  the  op-ed  page? 

It  says  that  w'e  do  not  have  the  real, 
genuine  journalists  we  once  had  in 
America.  Today’s  (whatever  they  are 
called)  hacks  are  w'orthless  as  opinion 
makers  and  thought  producers.  The 
w'hole  problem  follows  the  political 
correctness  suit.  The  latter  has  had 
newspapers  dig  a  deep  hole  of  banality 
that  no  longer  is  capable  of  stirring  the 
public’s  critical  thinking.  This  is  where 
the  new'spaper  industry  is  today. 
WAYNE  DOMINOWSKI 
SERGEANT  BLUFF  (IOWA)  ADVOCATE 

Journalism  101:  present  day 

As  the  article  indicated,  journalists  are 
being  bullied  (Shoptalk,  December 
2013).Whatever  happened  to  the  five 
W’s:  W'ho,  what,  where,  when,  why, 
and  how?  If  one  asks  a  question  with 
any  of  these  precursors,  one  can  never 
receive  a  “yes”  or  “no”  answer.  Never 
ask  a  yes  or  no  question.  I  spent  years 
in  the  courtroom  and  when  the  reply 
was  “I  don’t  know”  or  vague,  my  next 
comment  would  be,  “Let  me  ask  you 
another  question.”  The  question  would 
be  the  same  as  before;  and  would 
be  the  same  the  third  time.  And,  for 
God’s  sake,  know  the  subject.  Do  re¬ 
search  on  the  subject  and  be  prepared. 
RD  NEDVED 

Submitted  on  editorandpublisher.com 

p-  Send  us  your  conunents  •— 

I  |ffl|  ed@editorandpublisher.com 

“Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA 
Please  include  your  name,  title,  city  and  state,  and 
email  address.  Letters  may  be  edited  for  all  the  usual 
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IN  100  YEARS,  k  LOT  HAS  CHANGED  IN  MEDIA,  EXCEPT  THE 
NEED  EOR  TRANSPARENCY  AND  TRUST—  EXPERIENCE  COUNTS. 

A  century  ago,  publishers,  advertisers  and  agencies  came  together  to  bring  order 
to  a  troubled  media  world.  The  result  was  the  formation  of  an  independent  auditing 
organization  that  paved  the  way  for  the  age  of  advertising.  Today,  its  nonprofit 
mission  to  deliver  confidence  in  a  chaotic  media  landscape  is  more  important  than 
ever.  With  deep  experience  in  digital  media  platforms  and  unique  tools  like  the 
Consolidated  Media  Report  and  the  Media  Intelligence  Center,  AAM  is  enabling  its 
members  to  keep  pace  in  the  new  world  of  media. 

See  why  the  leading  minds  in  media  are  counting  on 
AAM  for  the  next  hundred  years  at  auditedmedia.com/100 
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Going  Mobile  First 

KiwiTech  expands  into  newspaper  industry 


By  Nu  Yang 


KiwiTech 


dent  of  strategic  partnerships,  Rick 
Chandler  is  aware  of  the  challenges 
in  the  industry,  thanks  to  his  involve¬ 
ment  v^th  The  ROUNDTABLE,  an 
annual  media  conference  of  publishers 
presented  by  Leap  Media  Solutions,  a 
partnership  between  The  Day  Publish¬ 
ing  Co.  of  New  London,  Conn,  and 
Leap  Media  Partners,  o^\^^e^s  of  the 
Aurora  (Colo.)  Media  Group. 

“As  revenue  and  circulation  num¬ 
bers  decline,  publishers  are  searching 
for  mobile  solutions  that  Yall  help 
develop  platforms  like  the  tablet,” 
Chandler  said.  “At  KiwiTech,  we  help 
share  our  best  strategies  and  practices 
with  them  to  help  monetize  apps.” 

Publishers  are  charged  a  subscrip¬ 
tion  fee  based  on  their  circulation, 
making  it  attractive  to  even  smaller 
papers. 

“These  small  publishers  have  a 
shared  conflict,”  Chandler  said.  “They 
can’t  afford  some  of  the  software  to 
make  videos  or  collect  data.”  But  with 
KiwiTech’s  products,  publishers  can 
use  tools  such  as  video  editing,  pub¬ 
lishing  database  and  games  to  attract 
readers  and  generate  new  revenue 
streams.  Chandler  said  sales  represen¬ 
tatives  should  focus  on  selling  mobile 
while  “(they)  provide  the  service.” 

For  publishers.  Chandler  saw 
opportunities  in  e-newsletters  and 
e-books.  Various  publishing  apps 
developed  by  KiwiTech  include  an 
interactive  iReader,  newsletter  mobile 


After  developing 

mobile  solutions  for 
companies  in  health¬ 
care,  government  and 
entertainment,  KiwiTech  now 
wants  to  help  newspaper  pub¬ 
lishers  with  their  mobile  strate¬ 
gies.  With  headquarters  in  New 
York  City  and  offices  in  San 
Francisco,  Washington  D.C.  and 
New  Delhi,  India,  KiwiTech 
employs  a  team  of  more  than 
200  developers  that  have 
created  more  than  750  mobile 
applications  generating  more 
than  3  million  downloads. 

iTeir  seiwices  include  design  and 
development  on  a  variety  of  platforms 
such  as  iOS,  Android,  HTML5  and 
Windows  8.  There  is  also  a  product 
management  team  in  place  to  help 
gather  requirements  and  document 
the  client’s  needs  during  the  project, 
tracking  the  progress  and  updating 
the  client  along  the  way.  KiwiTech’s 
testing  on  apps 

-  also  assures 

clients  that 


apps  are 
ready  to  go 
with  the  best 
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delivered. 
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reader  and  e-book  marketing  guide. 
He  also  saw  the  growth  of  second 
screen  technology  as  readers  continue 
to  interact  with  content  on  different 
mobile  devices. 

Chandler  encouraged  publishers  to 
get  on  track  with  mobile  now  especial¬ 
ly  with  the  number  of  mobile  readers 
rising  and  as  data  analytics  become 
more  important. 

With  KiwiTech  as  their  partner, 
publishers  could  have  a  mobile  strat¬ 
egy  in  place  within  90  days,  he  said. 

For  more  information,  visit  khvi- 
tech.com.  ■ 
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All  Things  Chicago 

Chicago  Tribune  experiments  with  e-commerce 


WELCOME! 


- - 

^  The  Chicago  Trib  Shops  offer  merchandise  from  iocai  businesses. 


rom  limited-edition  press 
plates  to  beauty  products, 
Chicago  Trib  Shops  is  a 
new  e-commerce  platform 
helping  the  Chicago  Tribune  generate 
digital  revenue.  Launched  last  Febru¬ 
ary,  the  Chicago  Trib  Shops  sells  items 
produced  by  the  media  company, 
along  with  specialized  products  from 
20  to  25  local  sellers. 

“Our  initial  concept  was  how  do 
we  take  the  context  we  already  have 
and  monetize  it  with  something  that 
doesn't  exist?"  said  Joseph  Schiltz,  se¬ 
nior  vice  president  of  marketing  and 
targeted  media.  “That's  how  we  chose 


economy,"  digital  marketing  director 
Karrie  Sullivan  said.  “We're  not  saying 
we  won't  expand,  but  during  this  first 
generation,  we're  focusing  on  local." 

When  deciding  what  kind  of  items 
to  sell,  Sullivan  said  they  studied  web¬ 
site  traffic.  “It  made  sense  to  go  with 
sports,"  she  said,  referring  the  various 
sports  memorabilia  the  site  sells.  “It 
has  a  high- volume  audience  and 
there's  a  passion  in  that  marketplace. 
We  wanted  to  leverage  that  traffic  into 
dollars," 

They  also  partnered  with  the  edito¬ 
rial  team  for  audience  knowledge  to 
understand  what  was  being  planned 


the  e-commerce  platform,  and  we 


didn't  want  to  be  a  one  e-commerce 


for  the  editorial  calendar  in  order  to 
plan  future  offers. 

Sullivan  said  the  website  is  up¬ 
dated  daily  with  new  products.  One  of 
the  requirements  to  become  a  seller 
is  that  the  business  must  have  the 
ability  to  ship  and  to  provide  its  own 
customer  service. 

'  'We're  not  a  warehouse,"  Schiltz 
said.  “We  work  as  a  platform." 

Sullivan  said  sellers  have  com¬ 
mented  this  was  not  a  typical  retail 
relationship,  “We  provide  traffic,  retail, 
marketing-it's  all  combined."  The 
shops  are  promoted  on  social  media 
and  in  print. 

Schiltz  called  it  a  “partner  model," 
where  they  manage  inventory  and 
transactions.  Any  revenue  made  is 
split  and  Schiltz  said  the  amount  var¬ 
ies  depending  on  the  seller. 

Looking  ahead,  Schiltz  said  their 
goal  is  to  launch  more  stores  in  differ¬ 
ent  genres.  He  encouraged  publishers 
looking  into  e-commerce  to  invest 
in  the  right  platform  and  to  have  the 
right  technology  in  place. 

Sullivan  larged  publishers  to  be  pa¬ 
tient  with  a  project  like  this.  "Ivty  advice 
to  them  is  to  be  methodical.  Test  the 
business  model  and  understand  it's 
not  a  three-year,  $5  million  project." 

Visit  the  Chicago  Trib  Shops  at 
chicagotribshops.com.  -NY 


store... we  have  something  that  will 
cater  to  various  needs." 

The  Chicago  Trib  Shops  include 
merchandise  from  Chicago  businesses 
selling  products  in  stores  such  as  Sports 
Cave,  Flora  Shop  and  Chicago  Made, 

Keeping  everything  local  was  a  key 
priority.  "We  wanted  to  maintain  a 
strong  local  brand  and  help  our  local 


P  Aaron  Kushner,  Orange  County  (Santa  Ana,  Calif.)  Register  publisher,  a  week  after 
laying  off  32  newsroom  staffers  - _  - 
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>  Did  You  Hear?] 


“Just  running  our  game  plan.  Our  strategy  hasn’t 
changed.” 
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She’s  at  the  Top 
of  the  Charts 


Boston  Globe’s  deputy  managing  editor/digital  Bennie 

DiNardo  gives  a  behind-the-scenes  glimpse  in  the  paper’s 
hiring  of  Hiiary  Sargent  a.k.a.  ChartGirl. 


E&P:  How  was  the  decision  to 
hire  a  chart  expert  conceived? 

DiNardo:  We  hired  Hilary  not  just 
to  do  charts,  even  though  her  charts 
are  creative  and  interesting,  and  she 
was  capturing  ideas  on  social  media, 
but  she  wll  be  writing  more  with  the 
occasional  chart,  covering  Boston  area 
politics  and  issues.  She’s  a  voice  that 
can  get  wder  exposure. 

What  kind  of  readers  do  you 
expect  Sargent  to  attract? 

Younger,  social  media-saavy  readers. 

How  was  this  position  received 
by  other  newsroom  editors? 


Hilaiy  is  a  former  intern  at  the  Boston 
Globe,  and  there  was  support  to  bring 
her  in  to  try  something  different. 

How  can  charts  add  to  the 
editorial  topics  you  want  to 
explore? 

It  will  depend  on  the  subject,  if  a 
chart’s  the  best  way  to  tell  a  stoiy.  We 
want  to  utilize  charts  on  the  site  and 
in  the  paper,  but  it’s  about  creating  the 
chart,  then  finding  a  place  for  it. 

How  will  his  new  hire  affect 
advertising  and  readership? 

Hilary  brings  in  a  built-in  audience,  so 
we  hope  she  brings  in  new  readers. 


10  I  K&r  I  MARCH  2014 


We  also  asked  ChartGirl  herself  to 
join  in  on  the  conversation. 

E&P:  What’s  so  amazing  about 
charts? 

Sargent:  Charts  are  a  useful  way  to 
tell  a  complicated  story. 

You’ve  created  charts  from 
Taylor  Swift’s  love  life  to  the 
Boston  Marathon  bombing. 

How  can  you  tell  a  story  will 
need  a  chart? 

It’s  an  instinct.  You  can  tell  when 
you’re  reading  a  story.  The  idea  of 
a  chart  is  supposed  to  help  provide 
context  to  readers. 

How  long  does  it  take  you  to 
make  a  chart  from  idea  to  final 
product?  For  example,  can  you 
break  down  your  ‘Covering  the 
Coverage’  chart  (at  left)? 

It  depends  on  how  much  research  I 
need  to  do.  It  took  me  two  days  to  cre¬ 
ate  ‘Cover  the  Coverage’  from  begin¬ 
ning  to  end.  I  was  blocks  away  from 
the  marathon  when  it  happened,  so 
I  was  followdng  the  coverage.  Also,  I 
have  no  graphic  design  background, 
so  I  make  these  charts  because  I  wish 
someone  else  had  made  them. 

How  do  infographics  help  with 
storytelling? 

Good  infographics  should  be  useful 
to  the  reader.  Bad  infographics  are 
not  focused  on  the  content;  they’re 
more  concerned  about  looking  pretty, 
so  they  don’t  make  the  story  easier  to 
understand. 

With  your  background,  what 
do  want  to  bring  to  the  Globe? 

For  now,  I  will  be  doing  more  writing, 
but  in  the  voice  of  ChartGirl.  I  would 
like  to  bring  in  charts  soon.  It’s  an 
exciting  vision  for  the  site  and  there’s  a 
growing  appreciation  to  tell  stories  in 
different  ways.  -NY 
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Still  Going  Strong 


Minneapolis  Star  Tribune's  Sid  Hartman  and 
Charlie  Hoag  reflect  on  120  years  of  service 


Before  there  were  social 
media  editors,  multime¬ 
dia  visual  journalists  or 
data  officers,  there  were 
newspapermen  like  Sid  Hartman 
and  Charlie  Hoag.  Hartman,  93, 
and  Hoag,  74,  recently  celebrat¬ 
ed  a  major  milestone,  having 
served  at  the  Minneapolis  Star 
Tribune  for  a  combined  total  of 
120  years. 

Now  a  sports  columnist,  Hartman 
started  at  the  Star  Tribune  in  1947 
(“I  think,  I’m  not  sure,”  he  said)  when 
he  was  26  years  old.  He  began  selling 
papers  at  age  11  downtown  until  he 
quit  school  in  the  10th  grade  after  he 
got  a  circulation  job  at  what  was  then 
the  Minneapolis  Tiibune. 

“I  had  known  Dick  Cullum,  who 
was  sports  editor  of  the  Minneapolis 
Times  at  the  time,  since  I  was  a  kid,” 
Hartman  said.  “He  gave  me  a  job  as 
kind  of  an  intern.” 

Hoag  came  to  the  Star  Tiibune  in 
1961  all  because  he  raised  his  hand. 
Wliile  a  student  at  the  University 
of  Minnesota,  Hoag’s  graphics  class 
professor  said  the  paper  was  looking 
for  interns  in  the  retail  advertising 
department. 

“I  raised  my  hand,  said  I  was  inter¬ 
ested,  came  dovm  to  the  paper  and 
got  hired,”  he  said. 

Hoag  climbed  his  way  up  the  ad¬ 
vertising  ladder  until  he  became  vice 
president  of  sales  in  1996.  Although 
he  “retired”  in  2006,  he  still  serves  as  a 
sales  consultant.  It’s  only  supposed  to 
he  a  part-time  position,  but  he  works  a 
full  day  at  the  office  every  week. 

“I  teach  new  dogs  old  tricks,”  Hoag 
said.  “I  tell  them  eye  contact,  not  iPad 
or  iPhone.  Face  time,  not  Facebook.” 
Hartman’s  day  includes  doing 


►  Sid  Hartman  (left)  and  Charlie  Hoag  pose  for  a  picture  at  the  Star  Tribune  offices.  Top  right, 
Sid  Hartman;  bottom  left,  Charlie  Hoag. 


sports  updates  on  three  radio  shows 
in  addition  to  visiting  his  sources.  “To¬ 
day,  I  visited  the  (Minnesota)  Vikings 
office,  I  wsited  the  University  of  Min¬ 
nesota  athletic  department... if  there 
was  a  baseball  game.  I’d  probably  go 
to  that.”  He  also  ■writes  his  column 
four  days  a  week. 

While  today’s  journalists  seem  to 
jump  at  new  opportunities,  that’s  not 
the  case  \vith  Hartman  or  Hoag. 

“There  were  other  opportunities, 
one  in  New  York,”  Hartman  said.  “But 
I  liked  it  here  and  they  were  good  to 
me.  I  had  no  reason  to  leave.” 

Hoag  said  he  had  offers  to  move 
into  the  agency  world,  but  chose  to 
stick  with  newspapers.  “On  the  agency 
side,  you’re  filling  in  the  sandwich. 
You’re  part  of  a  sales  organiza¬ 
tion  vwth  hundreds  or  thousands  of 


companies...!  prefer  where  I’m  at.” 

Both  men  agree  that  the  Internet 
changed  everything  in  the  industry. 

“It  was  a  huge  game  changer  espe¬ 
cially  in  the  mid-90s,”  Hoag  said.  “We 
let  the  boat  leave  the  dock  when  we 
decided  not  to  charge  for  it  like  our 
print  product.” 

Hartman  said,  ‘Years  ago,  if  they 
had  a  strike,  they  would  still  need 
about  200  people  to  put  out  a  pa¬ 
per,  now  they  can  put  it  out  with  20 
people.” 

Despite  the  challenges,  they  see 
good  things  coming  from  newspapers, 
especially  at  the  one  for  which  they 
work. 

“While  other  papers  are  suffering, 
this  paper  is  prospering,”  Hartman 
said.  “The  only  thing  they  don’t  have 
now  that  they  had  years  ago  is  $50 
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million  a  year  in  classified  ads,  but 
they  do  have  a  lot  of  things  they  didn’t 
have.  They  have  Internet  advertising 
and  these  pull-out  ad  sections  they 
put  in  the  paper.  That  makes  up  for  at 
least  part  of  the  lack  of  want  ads.” 

Hoag  added,  “We’re  going  on  our 
fourth  year  of  profitability.  We  have 
sharp  leadership  in  place.  Our  digital 
and  circulation  numbers  are  up  be¬ 
cause  of  print  and  digital  subscribers.” 

Looking  back  on  their  long  ca¬ 
reers,  they  said  they  wouldn’t  change 
anything.  “(I  have)  over  60  years  in 
the  newspaper  business  and  more  ac¬ 
cess  to  sports  events  and  people  than 
anybody  in  the  history  of  the  game,” 
Hartman  said. 

Fun  fact;  Hartman  was  instrumen¬ 
tal  in  getting  the  Lakers  basketball 
team  started  in  Minneapolis  as  a 
professional  fi-anchise.  “In  those  days 
every  beat  writer  had  a  side  public¬ 


ity  job,  so  I  was  allowed  to  be  general 
manager  of  the  Lakers  team  that  won 
six  NBA  championships,  and  I  was 
also  involved  in  the  Chicago  Zephyrs 
and  Baltimore  Bullets,  and  ran  both  of 
those  teams.  I  did  this  with  the  bless¬ 
ing  of  management,  something  you 
could  never  do  today.” 

Hoag  described  himself  as  a  “glass 
half  full  guy,”  but  he  knows  there  are 
good  and  bad  days;  that’s  just  how  the 
industry  works. 

“I  have  Nike’s  ‘Just  Do  It’  and  a 
politically-correct  sign  that  says  ‘Poop 
Occurs’  hanging  in  my  office,”  he  said 
with  a  laugh. 

Wlien  asked  what  the  future  holds 
for  them,  both  men  said  they  had  no 
plans  to  leave  the  paper.  “Unless  I’m 
fired  or  my  health  fails  me,”  said  Hart¬ 
man. 

Hoag’s  response?  “I’m  going  to  work 
until  I  die.”  —  NY 


Three  Questions  with 
Sid  and  Chariie 

What  advice  would  you  give 
to  your  older  colleagues? 

Hartman:  Continue  to  do  what  you’re 
doing. 

Hoag:  It’s  not  hard  to  keep  optimistic. 

What  advice  would  you  give 
to  the  next  generation  of 
newspaper  leaders? 

Hartman:  Don’t  take  a  newspaper  job 
unless  you  like  what  you’re  doing. 
Hoag:  You  have  to  enjoy  the  sales  culture 
and  the  place  you’re  working  at  Hang 
v^adi  it  and  die  work  will  be  fulfilling. 

What  legacy  do  you  want  to 
leave  at  the  Star  THbune? 

Hartman:  That  being  first  and  right  in 
any  story  is  the  most  important  thing. 
Hoag:  That  people  will  say,  “He  did 
what  he  said  he  was  going  to  do.” 
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Lesson  Plans 

Chalkbeat  journalists  cover  educational  changes  in  the  community 


ast  year,  Chalkbeat  was  formed  after  a  merger 

between  independent  new  nonprofits  GothamSchools 
in  New  York  City  and  Education  News  Colorado  in 
Denver.  According  to  its  website  (chalkbeat.org), 
Chalkbeat’s  mission  is  to  “inform  the  decisions  and  actions  that 
lead  to  better  outcomes  for  children  and  families  by  pro\dding 
deep,  local  coverage  of  education  policy  and  practice.”  Chief  executive  officer 
and  editor-in-chief  Elizabeth  Green,  GothamSchools  co-founder,  created 
Chalkbeat  along  with  Education  News  Colorado  founder  Alan  Gottlieb. 


Green  pre\aously  wTote  on  educa¬ 
tion  for  The  Nero  York  Sun  and  U.S. 
Nexvs  and  World  Report.  As  a  re¬ 
porter,  she  realized  how  vast  the  beat 
was,  covering  evei^^hing  from  pre¬ 
kindergarten  to  higher  education  and 
wdth  issues  from  political  to  school 
policies.  She  was  also  more  interested 
in  covering  education  on  a  more  local 
level,  which  is  why  Chalkbeat  report¬ 
ers  live  and  work  in  the  communities 


they  cover. 

“Today,  there  are  fewer  education 
reporters  at  daily  newspapers  ^vith 
fewer  editors  to  guide  them,”  Green 
said.  “Daily  newspapers  also  tend  to 
focus  more  on  the  affluent  commu¬ 
nity.  Our  mission  is  to  fill  in  the  gap 
by  covering  low  income  schools.” 

With  more  newsrooms  seeing 
limited  resources.  Green  said  she 
wants  Chalkbeat  to  become  a 


collaborative  opportunity  with  other 
news  organizations. 

After  the  launch.  Green  said  she 
began  to  hear  from  other  parts  of  the 
country  about  how  their  communities 
could  incorporate  Chalkbeat.  As  a  re¬ 
sult,  the  group  recently  launched  two 
new  bureaus  in  Indianapolis,  Ind. 
and  Memphis,  Tenn.,  with  their  own 
bureau  chiefs  and  team  of  reporters. 

Green  said  these  two  cities  were 
making  “vibrant  efforts  on  how  to  im¬ 
prove  education.”  Papers  such  as  the 
Indianapolis  Star  have  also  picked 
up  Chalkbeat  stories. 

According  to  Green,  Chalkbeat 
receives  its  funding  from  a  mixture  of 
revenue  sources,  such  as  from  donors 
and  foundations.  Their  supporters 
have  allowed  them  to  maintain  their 
editorial  independence,  she  said. 


Tornoe’s  Corner 
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diabesity 

(noun) ;  diabetes  in 
combination  with  obesity 


“But  the  fat  is  replaced  with  flour 
and  sugar,  and  the  result  we  now 
have  is  one  in  two  adults  with 
diabesity— that’s  pre-diabetes 
or  Type  2  diabetes— and  almost 
one  in  four  teenagers  with  pre¬ 
diabetes  or  Type  2  diabetes.” 

-Dr.  Mark  Hyman,  tiuffingtonpost.com 
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From  the  Archive 


Even  the  schools  Chalkbeat  report¬ 
ers  \\Tite  about  in  their  communities 
understand  the  benefits  of  the  news 
site.  “There’s  usually  a  climate  of  fear 
fi'om  the  schools  when  the  press  comes 
in,  but  we’ve  developed  a  trust  wth  the 
principals  because  we  know  they’re  our 
most  loyal  readers,”  Green  said. 

“Our  readers  represent  teach¬ 
ers,  parents,  advocates,  lawmakers, 
reporters  and  the  general  public,” 
she  added.  “We  want  to  create  richer 
journalism— knowledge-based  jour¬ 
nalism.  We  all  want  stories  we  can 
trust.” 

Mowng  fomard.  Green  said 
Chalkbeat  is  working  on  defining 
engagement  wth  readers.  “We  want 
to  continue  to  sei’ve  low  income  fami¬ 
lies  and  deliver  stories  that  \\dll  sen'e 
them.”  —  NY 


Tony  Garnet,  Miami 
HeraW  chief  photog¬ 
rapher,  stands  by  a 
Saltzman  enlarger 
as  he  prepares  three 
negatives  for  black-and- 
white  printing,  the  first 
in  three-color  reproduc¬ 
tion  process  for  the 
newspaper  industry. 

This  photo  originally  ap¬ 
peared  in  the  March  13, 
1954  edition  of  E&P. 
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Former  Em^oyees  Sue 
The  Times-Ficayune 

As  reported  by  the  Associated 
Press,  eight  former  employees  of 
the  New  Orleans  Times-Picayune 
have  sued  the  newspaper  and 
parent  Advance  Publications  Inc., 
alleging  their  layoffs  violated 
a  longstanding  "job  security 
pledge"  and  age  discrimina¬ 
tion  laws.  The  plaintiffs  were  46 
to  59  years  old  when  they  lost 
jobs  ranging  from  warehouse 
worker  to  reporter,  in  June  and 
September  2012.  All  the  plaintiffs 
said  they  relied  on  a  longstand¬ 
ing  company  pledge  not  to  fire 
non-union  workers  because 
of  economic  or  technological 
changes.  Publishers  in  the  chain 


told  employees  in  2009  that 
the  pledge  would  be  eliminated 
in  early  2010,  according  to  Ihe 
Mobile  Press-Register,  another 
Advance  publication.  The  Times- 
Picayune  announced  staff  cuts 
in  2012  along  with  a  plan  to  boost 
news  coverage  at  its  website,  nola. 
com. 

Washington  Post 
Deliveryman  Accused 
of  Stealing  from 
Residents^  Mailboxes 

According  to  D.C.  Crimes  Sto¬ 
ries,  Robert  E.  Bell  III,  a  Wash¬ 
ington  Post  deliveryman,  has 
been  accused  of  stealing  nearly 
$100,000  in  mail  from  residents  of 
a  gated-community  in  northern 


Virginia.  Bell  had  been  delivering 
newspapers  for  four  years  when 
residents  along  his  newspaper 
route  started  complaining  about 
their  outgoing  mail  being  stolen. 
The  missing  items  included  nearly 
$100,000  in  personal  checks, 
cash,  gift  cards,  coins  and  per¬ 
sonal  letters,  according  to  court 
papers.  Inspectors  installed  a 
hidden  camera  at  a  condominium, 
where  surveillance  video  cap¬ 
tured  Bell  forcibly  open  a  box  full 
of  keys  used  to  unlock  the  mail¬ 
boxes.  Bell  unlocked  the  mail¬ 
boxes,  and  ripped  open  letters 
and  took  some  of  the  contents, 
documents  said.  Bell  was  charged 
with  mail  theft  and  destruction  of 
letter  boxes. 
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►  Michael  Robinson  Chavez/Los  An^re/es  Times 


This  photo,  taken  on  Oct.  25,  2013,  shows  the  Pavaozinho  favela,  or  slum,  sitting 
above  two  of  the  most  expensive  and  desirable  neighborhoods  in  Rio  de  Janeiro: 
Copocabana  and  Ipanema.  Rio’s  police  force  has  “pacified”  all  of  the  favelas  in  this 
wealthy  and  tourist-filled  area  by  forcing  the  drug  lords  out. 


P critical  thinking 

J-school  students  and  industry  vets 
tackle  the  tough  questions 


►  If  you  have  a  question  you  w/ould  like  to 
see  addressed,  please  send  it  to 
nu.yang{a)editorandpublisher.com. 


As  the  demands  of  the  professional  journalist  shifts  into  multimedia 
storytelling,  data  analytics  and  Web  coding,  are  journalism  schools 
properly  educating  and  preparing  young  journalists  for  today’s 
newsroom? 


A  ‘Learning  on  the 
•  fly,’ captures  the 
•  motto  of  journal¬ 
ism.  Animating  the  stories  of 
cultures  and  people,  journal¬ 
ists  live  to  tackle  the  unfamil¬ 
iar.  In  a  moment’s  notice,  the 
world’s  stoi-^tellers  must  have 
the  ability'  to  document  their 
surroundings. 

The  print,  photography, 

\adeo  and  online  media  that 
fill  the  media  world  in  modern 
society  evolve  at  a  rate  rival¬ 
ing  mach  speeds.  Journalists 
receive  classroom  training  on 
how  to  dig  beneath  the  fagade 
of  their  subject,  but  master¬ 
ing  those  skills  comes  from 
jumping  on  opportunities  universities  should  make  readily 
available. 

In  the  last  decade,  journalists  have  tacked  on  resume  skills 
in  photography,  ^^deo,  online  design  and  web  coding.  Most  of 
these  line  items  start  in  the  classroom,  but  develop  in  the  field. 

I  learned  to  report  working  at  a  Seattle  newspaper.  I 
learned  how  to  shoot  photos  and  video  on  the  ground  with 
a  professor  in  Cuba.  1  learned  beisic  HTML,  Web  design 
and  social  media  management  from  an  internship  at  Cam- 
brigde.com  in  Boston. 

And  where  did  I  pump  \abrancy  into  those  coloiful  skills? 
At  The  Daily  Evergreen,  my  college  student  newspaper. 

Journalism  programs  range  in  quality  when  considering 
the  availability  of  technology  and  experienced  knowledge 
of  faculty.  However,  the  rate  of  funding  in  the  bureaucracy 
of  higher  education  cannot  match  the  rate  of  change  in  the 
professional  industry. 

University  progi'ams  that  throw  high  percentages  of  money 
into  cuniculum  do  their  students  a  disser\dce.  I  believe  those 
that  excel  in  pi-eparing  students  invest  in  networking,  study- 
abi  oad  progi-ams  and  professional  work  experiences. 

My  professors  and  student  newspaper  ad^^sor  taught  me 
a  lesson  not  available  on  a  syllabus:  Always  jump  on  oppor¬ 
tunities,  even  if  it  requires  learning  on  the  fly. 


A  Some  editors  look 
•  for  technical  skills 
•  when  they’re  hiring 
young  journalists.  And  it’s 
great  if  a  job  candidate  has  a 
full  package  of  abilities.  But 
you  have  to  be  careful  what 
you  Avish  for.  I  wouldn’t  trade 
the  kind  of  thinking  I  look 
for  in  a  reporter  for  all  the 
technical  training  a  journalism 
program  might  offer. 

I  buy  the  idea  advanced 
long  ago  by  my  mentor  at 
Columbia’s  Graduate  School 
of  Journalism,  Mel  Mencher, 
that  a  reporter  ought  to  be  the 
smartest  person  in  the  room. 

We  may  not  always  meet  that  standard,  but  the  first  attri¬ 
bute  of  a  journalist  must  be  intelligence.  The  second  should 
be  energy:  a  determination  to  go  the  extra  mile  to  find  the 
full  dimension  of  a  story— the  nuances,  that  is,  that  often 
separate  ethical  journalism  from  superficial  storytelling. 

The  third  attribute  must  be  curiosity,  which  translates  into 
a  thirst  to  find  on  any  beat  the  story  behind  what  you  see  or 
hear  or  are  told. 

Turning  out  young  journalists  who  exhibit  those  three 
attributes  is  the  fundamental  task  of  journalism  educa¬ 
tion.  Only  when  professors  and  deans  are  convinced  that 
their  institutions  can  do  that  should  they  focus  on  the 
more  advanced  skills  that  modern  journalism  increasingly 
needs:  multimedia  storytelling,  data  analysis  and  visualiza¬ 
tion,  and  even  Web  coding.  We’re  delighted  when  young 
journalists  bring  those  abilities  into  the  newsroom.  But 
technology  moves  so  quickly  that  today’s  training  could 
leave  students  equipped  to  use  what  soon  will  be  yester¬ 
day’s  tools. 

A  few  of  the  best  journalism  programs  do  it  all  nowadays. 
But  too  many  instill  neither  technological  capacity  nor  the 
fundamental  underpinnings  of  ethical  practice.  And  the 
most  important  task  for  a  j-school— or,  for  that  matter, 
whatever  path  a  young  person  follows  into  a  newsroom— is 
to  teach  smart  students  how  to  think  like  a  journalist.  ■ 


Christine  Rushton,  21 

senior,  Vtiashington  State  Uni¬ 
versity  (Pullman,  Wash.) 


Rushton  is  working  on  a 
double  degree  in  communi¬ 
cation  with  a  journalism 
emphasis  and  flute  peifor- 
manee.  She  is  a  member  o/The 
Daily  Evergreen,  Washington 
State  University’s  student-run 
publication,  where  she  is  now 
designing  a  new  Web  and  so¬ 
cial  media  manager  position. 


Rex  Smith,  61 

editor,  Albany  (N.Y.) 
Times  Union 


Srnith  has  been  editor  of  the 
Times  Union  since  2002. 

He  was  previously  editor  of 
community  newspapers  in  In¬ 
diana  and  upstate  New  York, 
aiul  spent  more  than  a  decade 
at  Nexosday  as  a  reporter  and 
national  correspondent. 
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Network  with  your  peers 


Meet  with  your  top  advertising  clients,  all  in  one  place 


Discover  the  latest  ideas  shaping  the  future  of  our  industry 


Take  home  new  ideas  from  programming  designed  to  generate  results 


Be  the  first  to  learn  the  results  of  new  research  on  the  industry 


Learn  from  and  meet  with  the  industry’s  best  and  brightest  minds 


Discover  new  business  solutions  with  our  Accelerator  Pitch  Program 


Get  inspired  by  leaders  who’ve  successfully  transformed  their  businesses 
Learn  about  mobile,  social  and  print  from  the  experts  making  it  work 


Choose  in-depth  programming  on  the  topics  you  care  about 


1^11"  Newspaper 
Association 
of  America 


Most  popular  U.S.  newspape 
websites  on  Twitter 

Tweets  per  week 


Facebook  Q  GT  71 

Linkedin  20  22 

Pinterest  15  21 

Twitter  ©  16  18 

Instagram  13  17 


275,193  Washington  Post 

261,422  New  York  Times 
149,960  USA  Today 
134,248  Waii  Street  Journal 
118,911  Los  Angeles  Times 
51,877  New  York  Daily  News 
17,777  Chicago  Tribune 

113,532  New  York  Post 
8,887  Denver  Post 
4,982  Chicago  Sun-Times 

Source:  iourmdhjn.co.uh 


Sociai  media 
sites,  2012-2013 


Percentage  of  online  adi 
following  social  media  w 
Source:  Pew  Remirch  Cem 
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1,445  adult  internet  users, 


of  September 


2013 


data 
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Settings 


Most  frequently 
tweeted  newspaper  website 
stories  of  2013 


USA  Today:  Texas  gunman  brain  dead;  may  be 
408, 816  tweets  tied  to  Colo,  slayings 


Washington  Post: 
361,^59  tweets 


Newton  shooter  Lanza  had  more 
than  1,700  rounds  of  ammunition 
in  his  house 


Washington  Post: 
331,363  tweets 


Kenyatta  wins  Kenya  presidential 
election  by  narrow  margin 


Washington  Post: 
308,936  tweets 


Supreme  Court  conservatives  ex¬ 
press  skepticism  over  voting  law 
provision 


Washington  Post: 
394,681  tweets 


Thousands  rally  outside  Supreme 
Court  as  it  hears  cases  on  gay 
marriage 


USA  Today: 
394,510  tweets 


Suicide  bombers  target  Afghan 
security  forces 


USA  Today:  No.  3  Duke  gets  incredible  boost 
365,747  tweets  from  Ryan  Kelly 


LA  Times:  Working  Hollywood:  Tattoo  artist 
356,117  tweets  Dickcherry  has  lasting  influence 


USA  Today:  Man  charged  in  NY  crash  that 
319,833  tweets  killed  couple,  baby 


N.  Korea  threatens  nuclear  test, 
Washington  Post:  more  rocket  launches  in  wake  of 
184,303  tweets  tightened  sanctions 


So  u  /  tx:  jot  n  ■no/  in  ni.co.  uk 
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Get  Ready  for 
the  Internet 
of  Everythin 

Google,  with  purchase  of  Nest, 
shows  it’s  serious  about  data-driven 
content  consumption 


By  Alan  D.  Mutter 


What  do  smart 

smoke  detectors, 
interactive  under¬ 
wear  and  elec¬ 
tronic  toll  tags  have  in  common? 

They,  and  a  grot\dng  number  of  sen¬ 
sors  in  mjTiad  places,  are  linked  to  the 
Internet,  creating  vast  new  sources  of 
real-time  and  indmdualized  data  that 
can  be  sliced  and  diced  in  ways  that, 
for  good  or  e\al,  wall  change  informa¬ 
tion  consumption  and  commerce— 
and  roil  the  media  business  all  over 
again. 

By  most  accounts,  the  Internet  of 
Evei')1;hing,  Everjovhere,  All  the  Time 
and  Almost  Eveiyone  is  coming  soon. 

'I'he  number  of  Internet-connected 
sensors  on  inanimate  devices  (like 
milk-expiration  apps  in  refrigerators) 
and  li\ang  creatures  (like  o^a^lation 
monitors  implanted  in  cow's)  is 
expected  to  quintuple  to  50  billion  by 
2020,  according  to  Cisco  Systems,  one 
of  the  many  companies  counting  on 
the  next  turn  of  technologj'  to  help  sell 
all  soits  of  new^  hardware  for  homes 
and  business. 

Sensors  that  passively  record  the  air 
quality  in  your  home,  your  heart  rate 
at  the  gjTTi  and  the  moment  you  cross 
the  'I'appan  Zee  Bridge  wall  capture  an 
unprecedentedly  “holistic  picture”  of 
your  beharior  and  your  environment. 


says  Shawm  G.  DuBravac 
the  chief  economist  of 
the  Consumer  Electroi 
ics  Association. 

“While  one  sensor 
might  tell  us  something  w'e  w'ant  to 
know,  multiple  sensors  deployed  in 
conjunction  might  be  able  to  tell  us 
something  previously  unobsen^ed,” 
wTites  DuBravac  in  a  whitepaper  at 
http :  // tinyurl.com /sensorwp.  “Recom¬ 
mendations  derived  from  these  sensor 
arrays  can  become  more  than  the  sum 
of  their  parts.” 

Although  the  brewang  tsunami  of 
holistic  information  may  be  valu¬ 
able  to  individuals  and  businesses,  it 
also  could  tuim  out  to  be  invasive  and 
creepy.  Only  time  wall  tell. 

But  Google  left  little  doubt  that 
ubiquitous  tracking  is  on  the  w'ay 
w'hen  it  purchased  a  company  called 
Nest  for  a  nifty'  $3.2  billion  in  the 
opening  days  of  the  year.  Nest  makes 
Internet-connected  thermostats 
and  smoke  detectors  that  continu¬ 
ously  monitor  the  environment  in 
your  home  to  turn  dowm  the  heat 
if  you  sleep  late  on  Sunday  or  ping 
your  smartphone  w'hen  the  toast 
burns.  One  appealing  feature  of  the 
$130  smoke  detector  is  that  it  can  be 
silenced  by  a  flick  on  your  phone  or  a 
w'ave  of  your  arm. 


Wliile  the  price  Google  paid  for 
Nest  represents  less  than  6  percent  of 
the  ample  cash  in  its  coffers,  the  trans¬ 
action  raised  eyebrows— and  some 
hackles— because  it  was  another  step 
in  the  tech  giant’s  growing  ability  to 
meticulously  monitor  our  movements. 

Google  already  has  the  capability  to 
learn  the  location  of  our  smartphones, 
the  pattern  of  our  searches,  the 
contents  of  our  emails,  the  engage¬ 
ments  on  our  calendars,  the  names 
in  our  address  books,  our  activity  on 
Google+,  the  media  we  consume  and 
a  good  deal  about  how  we  shop  and 
spend  our  money  (as  mobile  payment 
technology  rolls  out,  Google  wall  know' 
even  more). 

With  the  acquisition  of  Nest  and 
the  additional  home-security  products 
(baby  monitors,  burglar  alarms,  elec¬ 
tronic  door  locks,  etc.)  that  undoubt¬ 
edly  are  on  its  roadmap,  Google  will 
have  the  theoretical  capability— which 
it  so  far  says  it  wall  not  use— to  seam¬ 
lessly  monitor  your  activities  while 
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Imaging  and  Ad  Design  Center 
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COMPLETE  CROSS  MEDIA  SOLUTIONS 


The  Creative  Campaign  Team  at  the  GIADC  focuses  on  cross-media  solutions,  but  we 
take  pride  in  offering  capabilities  typically  only  found  at  ad  agencies.  To  us  that  means 
getting  you  all  of  the  creative  assets  needed  to  close  contracts,  generate  revenue,  and 
execute  flawless  advertising  campaigns.  Start  dreaming  bigi 


OUTSOURCED  VALUE. 


IN-HOUSE  DEDICATION 


Download  the  free 
Actionink  app 


Fill  the  screen  of  your 
device  to  scan  this  page 


Watch  the  content 
come  alive 


ACTION  INK 


newsosaur 


you  are  in  the  comfort  of  your  home. 

If  and  when  Google  perfects  the  self¬ 
driving  car,  the  company  also  will  be 
able  to  track  your  movements  when 
3'ou  are  on  the  go. 

Although  eveiyone  loves  the  idea  of 
a  smoke  detector  that  can  be  silenced 
without  fetching  a  ladder,  the  Internet 
of  Eveiything  means  our  lives  will  be 
monitored,  measured,  managed  and 
potentially  manipulated  in  ways  we 
cannot  fully  appreciate  today. 

We  already  are  well  into  the  early 
days  of  data-driven  content  presenta¬ 
tion  and  consumption: 

•  Wlien  you  search  “weather”  on 
Google,  Bing  or  Yahoo,  you  get  the 
forecast  for  your  precise  location. 

•  After  you  select  a  few  songs  to 
launch  a  custom  Pandora  channel, 
the  site  learns  from  your  ongoing 


behavior  the  sort  of  music  you  like. 

•  Based  on  the  movies  you  put  on 
your  watch  list,  Netflix  suggests 
additional  programs  you  might 
want  to  see. 

Going  further,  Amazon  long  since 
has  mastered  the  art  of  using  data 
capture  and  predictive  analytics  to 
make  the  cash  register  ring.  As  you 
contemplate  bujing  a  book  or  power 
drill  at  Amazon,  the  site  skillfully 
points  you  to  additional  products  that 
“customers  like  you”  have  bought.  The 
recommendations  are  almost  always 
spot  on. 

The  good  news  is  that  the  Internet 
of  Everj1;hing  creates  new  opportu¬ 
nities  for  media  companies  and  the 
marketers  who  buy  advertising  from 
them.  The  bad  news  is  that  it  creates 
new  threats  for  media  companies  and 


their  advertisers.  The  challenge  is 
figuring  out  which  is  which. 

Although  the  full  implieations 
and  opportunities  of  the  Internet  of 
Everything  remain  to  be  revealed,  it 
needs  to  be  on  eveiyone’s  personal 
and  professional  radar.  Ladies  and 
gentlemen,  start  your  sensors.  ■ 


Alan  D.  Mutter  is 
a  former  news¬ 
paper  editor  and 
Silicon  Valley 
CEO  who  now 
serves  as  a  consul¬ 
tant  to  media  and 
technology  companies.  He  blogs  at 
Reflections  of  a  Newsosaur 
(Toww.7iewsosaur.blogspot.com). 
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r business  of  news 


The  Left-Column 
Conversation 


An  honest  exchange  about  the  problems  that  exist  between 
departments  can  help  a  newspaper  tackle  tough  problems 


By  Tim  Gallagher 

The  best  advice  about 
running  a  newspaper 
that  I  ever  received 
came  from  a  business 
school  professor. 

Of  course  it  had  nothing  to  do  with 
newspapers,  but  it  had  everjthing  to 
do  wth  organizations  that  function 
dysfunctionally.  And  newspapers  have 
plenty  of  company. 

Tlie  professor  spoke  to  us  during 
one  of  those  retreats  from  the  daily 
grind— a  chance  to  break  away,  think, 
assess  and  come  back  refreshed... until 
the  circulation  director  walked  in  wth 
a  complaint  about  the  production 
director  who  told  me  the  newsroom 
never  makes  deadline.  And  I  was  back 
in  the  grind  again  as  the  good  advice  I 
received  during  my  week  away  swiftly 
circled  the  drain. 

But  the  business  professor’s  advice 
stuck.  And  it  has  stayed  wth  me  both 
in  and  out  of  my  business  life.  He 
encouraged  “the  left-column  conversa¬ 
tion.”  And  if  there  were  more  left- 
column  conversations  in  newspaper 


organizations,  we  would  be  making  a 
lot  more  progress. 

Here’s  how  it  went.  The  professor 
showed  a  slide  \vith  a  conversation  in 
the  right  column.  The  conversation 
was  between  a  sales  manager  and  a 
production  manager  at  a  toy  manufac¬ 
turing  company.  The  sales  manager 
was  excited  about  the  new  toy  sched¬ 
uled  to  come  out  of  production  in  time 
for  that  year’s  Christmas  season,  but 
the  production  manager  was  ha\ang 
all  kinds  of  problems  getting  the  raw 
material  and  making  the  assembly 
line  hum.  There  was  history  between 
these  two  managers.  They  did  not  like 
each  other.  So  instead  of  sharing  his 
problems  with  the  sales  manager,  the 
production  manager  just  nodded  and 
hoped  for  the  best. 

Production  of  the  toy  was  never 
completed  and  the  company  suffered 
through  a  miserable  year,  putting  it  on 
the  brink  of  bankruptcy. 

In  the  left  column,  the  professor 
showed  the  conversation  the  two 
.should  have  had.  Had  the  production 


manager  shared  the  difficulties  in 
that  department,  the  two  might  have 
jointly  agreed  to  approach  the  CEO 
and  develop  a  solution— either  get  the 
assembly  line  working,  or  reduce  the 
sales  projections. 

This  led  to  a  new  phrase  in  my 
newspaper  management  quiver:  “Let’s 
have  a  left-column  conversation.” 

It  was  a  signal  to  the  people  in  the 
conversation  that  we  had  to  drop  our 
defensiveness,  loosen  our  grip  on  the 
power  we  thought  we  had,  agree  to 
end  blaming,  pause  the  “history”  but¬ 
ton  and  get  to  the  root  of  the  problem. 
A  left-column  conversation  meant  we 
were  going  to  focus  on  accountabil¬ 
ity— with  an  honest  exchange  about 
the  tension  that  inherently  exists  in 
an  organization  -with  multiple  de¬ 
partments,  personalities,  deadlines 
and  ever-present  pressure  for  profit. 

I  agreed  that  no  one  would  ever  be 
faulted  for  telling  the  truth  in  such  a 
conversation  and  I  stuck  to  that. 

It  took  a  while  for  this  to  sink  in. 
And  some  folks  never  quite  got  there. 
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There  were  issues  of  ti*ust  and  job  se¬ 
curity  and  performance.  It  is  frighten¬ 
ing  to  acknowledge  you’re  not  perfect. 
But  those  who  crossed  the  Rubicon 
found  a  place  where  solutions  are 
born. 

Think  of  the  great  scene  after  the 
“Failure  is  not  an  option”  proclama¬ 
tion  by  Ed  Harris  in  “Apollo  11.”  En¬ 
gineers  of  varying  background  gather 
in  a  small  room  with  facsimiles  of  the 
items  available  to  the  astronauts  on 
the  disabled  spacecraft.  They  acknowl¬ 
edge  that  there  is  no  room  for  \vish- 
ing  or  blaming.  They  need  to  get  the 
astronauts  home  alive.  And— spoiler 
alert— they  do  it. 

Eveiything  leading  up  to  that  mo¬ 
ment  in  the  movie  is  a  left-column 
conversation— from  the  depressing 
data  the  NASA  staff  shares,  to  the  fail¬ 
ure  to  properly  equip  the  astronauts 


for  such  an  emergency.  But  it  is  honest 
exchange  of  information  that  leads  to 
a  life-sarfng  solution. 

Newspapers  are  no  different.  We 
are  filled  with  extraordinarily  talented 
people  possessing  specialized  skills  in 
sales  or  digital  platforms  or  investiga¬ 
tive  reporting.  But  we  tend  to  stay  in 
our  safe  silos  and  protect  what’s  ours 
because  “that  idiot  couldn’t  possibly 
understand  what  we  do  here.”  And  so 
we  navigate  down  hallways  passing 
without  a  word  of  communication 
between  departments  while  our  prob¬ 
lems  get  worse. 

Isn’t  it  time  for  the  leaders  of  your 
newspapers  to  have  the  left-column 
conversation  about  what  prevents 
our  industry  from  breaking  out  of  the 
patterns  that  have  held  us  back  as  the 
world  has  changed?  We  conduct  busi¬ 
ness  largely  in  the  same  way,  partly 


because  much  of  it  works,  but  also 
because  we  are  afraid  of  the  conse¬ 
quences  of  accountability  in  honest 
conversation. 

Tackling  tough  problems  is  one  of 
the  signs  of  great  leadership.  Left- 
column  conversations  are  the  best  way 
to  define  the  problem.  What  are  you 
waiting  for?  Failure  is  not  an  option.  ■ 

Tim  Gallagher  is 
president  of  The  20/20 
Network,  a  public 
relations  and  strategic 
communications firm 
He  is  a  former  Pulitzer 
Prize-winning  editor  and  publisher  at 
The  Albuquerque  Tribune  and  the  Ven¬ 
tura  County  Star  newspapers.  Reach 
him  at  tim@the2020network.com. 
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Mobile 
vs.  App  is  the  ' 
Wrong  Question 

Question  is  whether  to  be  a  mobile-first  media 
company  or  treat  mobile  as  an  also-ran 


By  Rob  Tornoe 


In  January,  CNN  announced 
staggering  growth  in  the 
number  of  users  accessing  its 
content  on  mobile  devices. 
For  2013,  the  company  averaged 
30  million  monthly  unique  visi¬ 
tors  on  mobile,  an  increase  of  40 
percent  over  2012. 

CNN  is  hardly  exclusive  w'hen  it 
comes  to  a  gro\\1;h  in  mobile  traffic. 
NPR  says  nearly  half  of  all  its  traf¬ 
fic  comes  from  mobile,  and  similar 
numbers  are  seen  at  Huffington  Post, 
the  New  York  Times  and  most  ma-jor 
metro  newspapers  across  the  country. 

This  groMh  can  be  attributed  to 
an  ovenvhelming  increase  in  the  time 
users  spend  on  mobile  content,  cre¬ 
ated  by  two  big  shifts:  Cell  networks 
getting  faster  and  smartphone  screens 
getting  larger.  Apple  just  announced  a 
new  iPhone  intended  to  compete  wth 
Samsung  Galaxy’s  huge  screen,  and 
\ritb  consumers  averaging  1.2  giga- 
b)tes  a  month  over  cellular  networks 


this  year  (nearly  double  what  it  was  in 
2012),  media  companies  are  bound  to 
benefit  from  a  spike  in  traffic.  To  top 
it  off,  traffic  from  mobile  devices  is 
predicted  to  exceed  all  wdred  devices 
(think  desktops)  by  2016. 

But  an  interesting  thing  has  oc¬ 
curred  on  the  way  to  the  mobile  bank. 
According  to  Flurry  Anal)1;ics,  “news 
&  magazines”  were  the  worst  perform¬ 
ing  segment  of  the  app  marketplace, 
growdng  only  31  percent  in  2013.  By 
comparison,  app  usage  overall  was  up 
115  percent,  mostly  due  to  messaging, 
social  media  and  productivity  apps. 

This  dichotomy  in  the  grovrth  of 
mobile  traffic  seems  to  leave  media 
companies  at  a  crossroads.  Ever  since 
the  launch  of  the  iPhone  back  in  2007, 
media  companies,  like  eveiyone  else, 
have  developed  apps  dovsmloadable  to 
access  their  content.  With  the  stagger¬ 
ing  growth  of  mobile  traffic,  is  it  time 
for  companies  to  give  up  their  apps 
and  devote  their  resources  to  creating 


a  better  mobile  experience? 

Not  so  fast,  says  Demian  Perry,  the 
director  of  mobile  for  NPR. 

Perry  says  while  the  grovrth  of  mo¬ 
bile  web  traffic  is  dwarfing  the  growth 
of  traffic  from  apps  (at  NPR,  mobile 
counts  for  4  times  the  amount  of  traffic 
of  all  its  mobile  apps  combined),  the 
apps  offer  NPR  something  that  mobile 
hasn’t  been  successful  at— loyalty. 

“Often  people  look  at  one  metric 
like  unique  visitors  or  visits,  and  they 
make  assumptions  about  the  value,” 
said  Periy.  “For  us,  we’re  interested  in 
engagement,  and  we  get  much  deeper 
engagement  on  our  mobile  apps.” 

NPR  is  actually  doubling-down  on 
its  investment  in  apps,  and  according  to 
PeiTy,  NPR  is  easily  doubling  the  people 
they  have  working  on  apps  this  year 
over  last  year.  It  might  be  due  to  NPR’s 
particular  emphasis  on  getting  people  to 
listen  to  their  radio  broadcasts,  some¬ 
thing  mobile  users  seem  to  avoid,  but 
app  users  can’t  get  enough  of 
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“Even  though  they’re  a  smaller 
percentage  of  overall  traffic,  app  users 
listen  to  much  more  audio,”  said  Periy. 
“Mobile  users  might  visit  a  eouple 
of  pages  and  stay  on  the  site  for  five 
minutes,  but  our  app  audience  seems 
more  wiling  to  listen  to  a  stream  for 
an  hour.” 

CNN  also  doesn’t  seem  ready  to  give 
up  on  mobile  apps.  With  12  million 
dowmloads  of  their  apps  in  2013,  CNN 
might  have  a  reason  to  seem  so  sup¬ 
portive,  especially  if  the  users  are  more 
engaged  and  eonsuming  more  eontent 
than  they  would  if  they  wsited  though 
mobile.  It’s  probably  the  reason  why 
a  wsit  to  CNN’s  mobile  site  releases  a 
pop-up  encouraging  users  to  dowm- 
load  their  app. 

NBCNews.com  seems  to  have 
placed  itself  into  a  similar  situation 
as  its  media  competitors.  Wliile  the 


much-touted  redesign  of  NBCNews. 
com  seemed  to  have  grabbed  all  the 
headlines,  a  complete  revamp  of  its  fi’ee 
news  app  seems  to  have  flowi  under 
the  radar.  If  all  the  gro\\fh  is  in  mobile 
and  app  dowiloads  are  stagnant,  why 
even  devote  resources  to  an  app? 

“Wlien  someone  downloads  your 
app,  especially  when  it’s  on  their  first 
screen,  we  do  see  not  only  higher 
engagement,  but  also  an  increase 
amount  of  wsits  per  day,”  said  NBC- 
News.com  executive  editor  Gregory 
Gittrich.  “They  also  eonsume  more 
content  per  user  than  someone  rtsit- 
ing  us  on  mobile.” 

So,  if  we  can  come  to  an  agreement 
that  the  amount  of  traffic  websites  get 
from  mobile  wll  continue  to  grow, 
and  that  mobile  users  coming  through 
apps  wll  be  more  loyal  than  tjqjical 
users,  how  do  we  make  money  wth  it? 


NBCNews.com’s  redesign  aims  to 
take  advantage  of  mobile  browsing 
habits  by  offering  ads  designed  to  fit 
in  wth  surrounding  content.  The  new 
offerings  consist  of  two  main  inno¬ 
vations:  edge-to-edge  parallax  ads, 
which  stay  in  place  behind  the  page  as 
users  scroll,  and  “cascade  ads,”  which 
flip  to  expose  content  before  flipping 
back.  They  also  plan  to  sell  native  ads, 
which  will  appear  simultaneously  on 
both  the  fi’ont  pages  of  their  mobile 
and  desktop  sites. 

Then  there’s  Flipboard,  the  digital 
news  app  that  presents  content  in  an 
easy-to-consume  magazine  format. 
The  app,  designed  to  “flip”  pages 
upward  instead  of  scrolling,  allows 
their  team  to  sell  full-page  premium 
ads  that  aren’t  obtrusive  or  annoying 
to  the  user  experience.  As  a  result, 
Flipboard  has  been  able  to  grow  its  ad 


digital  publishing 


sales  beyond  the  normal  call-to-action 
ads  we’re  aecustomed  to  seeing,  and 
nab  high-quality  (and  high-paying) 
branding  campaigns  that  are  normally 
a  tough  sell  on  mobile,  with  clients  like 
Charles  Schwab,  Verizon  Wireless  and 
Universal  Pictures,  among  others. 

We  can’t  talk  about  success  in  mon¬ 
etizing  mobile  without  mentioning 
Facebook.  Despite  the  media’s  false 
calls  heralding  Facebook’s  demise, 
Facebook’s  fourth  quarter  earnings 
report  revealed  a  fact  most  media 
companies  would  drool  over:  mobile 
ads,  which  Facebook  only  began  to 
offer  a  year  and  a  half  ago,  accounted 
for  53  percent  of  its  overall  advertising 
revenue.  All  told,  Facebook  grabbed  a 
whopping  18  percent  of  the  $16.7  bil¬ 
lion  global  mobile-advertising  market, 
second  only  to  Google,  according  to 
oMarketer. 


What’s  Facebook  doing?  According 
to  Forrester  Research’s  Nate  Elliott, 
“They  know  more  about  their  users 
than  any  company  has  ever  knowm 
about  a  population.”  Facebook  has 
invested  heavily  in  kno\rtng  its  cus¬ 
tomers,  delivering  them  relevant  ads 
and  developing  tools  to  measure  the 
results  for  advertisers. 

Some  traditional  newspaper  compa¬ 
nies  have  already  shown  success  utiliz¬ 
ing  Facebook’s  strategy.  Guardian 
Media  Group,  which  omtis  the  U.K.’s 
Guardian  and  Observer  newspapers, 
returned  to  profitability  thanks  to  a 
29  percent  increase  in  digital  revenue. 
Digital  revenues  totaled  £55.9  million 
(or  $91  million),  and  grew  at  tv^dee 
the  I’ate  of  the  digital  ad  market,  all 
wdthout  help  from  a  payw'all.  Notably, 
The  Guardian  is  in  the  midst  of  its 
“Kno^\^^”  campaign,  a  5-year  strat¬ 


egy'  wth  the  assumption  that,  like 
Facebook  and  Google,  the  only  way 
publishers  will  survive  is  by  deeply 
know'ing  who  their  customers  are  and 
ser\'ing  their  needs. 

So,  the  question  isn’t  “mobile  versus 
app,”  rather  it’s  are  we  going  to  be  a 
mobile-first  media  company,  or  are 
we  going  to  continue  to  treat  mobile 
as  an  also-ran  while  print  ad  revenue 
continues  its  dovmward  decline?  ■ 


Rob  Tomoe  is 
a  cartoonist 
and  columnist 
for  Editor  and 
Publisher.  AeocA 
him  at  robtomoe@ 
gmail.com. 
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Baitz,  who  birthed  TV’s  “Brothers  &  Sisters”  and  Broadway’s  “Other  Desert  Cities,”  doesn’t  hold 
back  in  this  story  of  Sandy,  who  spends  a  lifetime  hiding  his  feelings  and  betraying  his  loved 
ones,  and  not  just  his  lover,  Anton. 

Another  character,  Burt  —  played  by  Neil  Patrick  Harris  in  New  York  and  I^s 
Angeles  productions  —  also  is  affected  by  Sandy’s  dilemmas  in  a  tale  that 
spans  from  1962  to  2002  and  unravels  against  a  Wall  Street  backdrop. 

The  story,  which  is  told  predominantly  through  flashbacks,  might  particularly 
captivate  audiences  ages  55  or  older,  Maguire  says,  but  its  depictions  of  love, 
fear  and  authenticity  resonate  with  all  age  groups. 

“When  I  talked  to  the  older  people  who  have  seen  this,  they  said  they  were  in 
tears  and  aftenvard  they  want  to  sit  around  and  talk,”  he  says.  “This 
.something  that  is  written  light  and  frivolous  and  then,  when  it’s  a,ll  ovr*“|^* 
that  was  fun.’  It’s  not  that  at  all.  People  want  to  talk  about  the  play.  Ai;  ^  ^  ■ 

—  that  it’s  a  play  they  will  not  forget.”  |  vy 
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'Paris  Letter  promises  to  be 
unforgettable 

Where:  Walker  Theatre,  25  Van  Ness  Ave.,  S.F.  When:  8  p.m. 
Wednesdays- Saturdays,  2  p.m.  Sundays;  closes  Feb.  23  Tickets:  $25  to 
$45  Contact:  (415)861-8972,  www.nrtcsf.org 


The  app  connects  you  with  the 
original  article,  which  features  an 
interactive  map  displaying  all  the 
points  mentioned  in  the  story. 
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To  learn  more  about  getting 
maps  on  your  stories,  and  your 
content  on  NewsBayou,  visit 
PointsMentioned.com. 
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If  you’re  looking  for  examples  of  ways  to  run  today’s  newspaper,  come  to  Southern 
California,  where  the  existentiai  strategy  depends  on  the  occupant  of  the  publish¬ 
er’s  office  you  are  visiting. 


Don’t  like  the  way  they  are  doing  things  at 

California’s  largest  daily  newspaper,  the  Los 
Angeles  Timesl  Well,  just  hop  on  the  free¬ 
way.  Doesn’t  matter  which  direction  you  go. 
In  Orange  County,  it’s  all  about  print.  Over 
in  the  San  Fernando  Valley,  it’s  all  about  digital.  Do^vn 
south  in  San  Diego,  it’s  all  about  print  and  digital  and  tele- 
\dsion  and  other  media  platforms. 

Southern  California’s  newspaper  wars  of  the  1980s 
through  mid  ‘90s  had  the  Times  and  the  region’s  second- 
largest  daily,  the  Orange  County  Register,  going  head-to- 
head.  Now,  followng  the  bankruptcies  of  owmers  of  both 
papers,  the  region  may  not  be  experiencing  a  war,  although 
there  has  been  plenty  attrition  recently. 

Freedom  Communications,  the  Register's  owier,  has  not 
only  in  recent  months  purchased  the  Riverside  Press-En¬ 
terprise  daily  newspaper  and  the  Easy  Reader  weekly  out  of 
Hermosa  Beach,  it  has  created  a  new  LongBeaeh  Register 
publication  in  Long  Beach— in  the  territoiy  of  the  daily 
LongBeaeh  Press-Telegram,  mind  you— and  announced  the 
Los  Angeles  Register,  coming  soon  (if  it  hasn’t  by  the  time 
you  read  this)  to  the  Los  Angeles  Daily  Neios’  Knd.  (here  we 
go  again)  the  7  w?ies’ circulation  areas.  Then,  and  tiy  to  keep 
up  here,  on  Feb.  21  Freedom  announced  the  launch  of  the 
Desert  Enterprise,  a  weekly  that  wall  cover  the  desert  cities 
of  the  Coachella  Valley,  competing  for  advertising  dollars 
wdth  Gannett’s  daily,  the  Desert  Sun. 

Most  would  attribute  these  unsettling  times  to  Aaron 
Kushner,  the  Freedom  and  2100  Trust  LLC  CEO  and 
Register  publisher  who,  along  Avith  business  partner  and 
company  president  Eric  Spitz,  bought  Freedom  114  years 
p  ago.  They  have  devised  a  “print-first”  strategy  that  makes 
i  ink-stained  WTCtches  in  newsrooms  gooey  on  the  inside 
S  because  it  diminishes  the  importance  of  that  newfangled 
§  online  content  in  favor  of  stories  and  advertisements  actu- 
ally  printed  on  paper. 

And,  even  wdth  the  Los  Angeles  Register,  Kushner  told 

^  E&P  he  still  Wyants  to  owm  the  Times. 
o 

^  So,  maybe  w'e  are  at  war  again. 

^  Those  who  run  Southern  California  papers  that  Kushner 
I  does  not  owoi  (yet)  say  they  have  been  monitoring  his  bold 


moves  but  are  too  busy  miming  their  owoi  businesses  to 
give  him  much  mind.  See,  they  don’t  think  “print-first”  is 
going  to  work,  and  they  point  to  recent  cracks  in  Kushner’s 
armor  as  evidence. 

Times  are  a  changin’ 

he  Tribune  Co.,  the 
Los  Angeles  Times’ 
owTier  since  2000, 
emerged  from  bankruptcy 
“wath  a  strong  balance  sheet” 
and  “continues  display¬ 
ing  high  upside  potential,” 
according  to  Edwin  C.  Cis- 
kow'ski,  senior  rice  president 
and  co-poi*tfolio  manager  of 
Keeley  Asset  Management 
Corp.  But  his  endorsement 
is  based  on  Tribune’s  recent 
splitting  of  its  much  more  valuable  telerision  holdings  from 
its  solid-as-quicksand  print  properties.  It’s  with  Tribune’s 
WGN  in  Chicago,  KTLA  in  Los  Angeles  and  the  Food  Net- 
w'ork  that  Ciskowski  sees  “high  upside  potential.” 

On  the  print  side.  Tribune  announced  on  Nov.  20,  2013, 
it  w^ould  cut  700  new'spaper  jobs  as  advertising  revenues 
continued  to  free  fall.  The  Times  is  being  dangled  out 
there  for  sale  after  a  first  decade  of  the  21st  centur}'  wiien  it 
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experienced  a  change  in  o\vnership,  a 
bankruptcy,  a  rapid  succession  of  edi¬ 
tors,  reductions  in  staff,  decreases  in 
paid  circulation  and  a  need  to  increase 
its  web  presence. 

Here’s  something  to  send  shiv¬ 
ers  up  the  sides  of  L.A.’s  Westsiders, 
prowded  to  E&Phy  Ken  Doctor  of  the 
Newsonomics  website  and  author  of 
the  Newsonomics  column  for  the  Nie- 
man  Journalism  Lab:  “When  theL.A. 
Times  moves  on  to  its  next  incarna¬ 
tion,  what  happens  after  it  spins  off,  a 
new  company  issues  stocks,  and  then 
we’ll  see  who  buys  stock.  What  about 
the  Koch  brothers  at  that  point?’’ 

'file  conseiTative  sugar  daddies 
sniffing  at  the  Times  caused  an  uproar 
on  the  left  that  didn’t  die  do\vn  until 
the  Kochs  claimed  they  did  not  see 
'rrihune  as  a  good  investment.  Doctor 
warns  that  may  have  been  a  i*use.  “It’s 
also  possible  the  current  o\\mers  of  the 
Tribune  Co.  did  not  want  to  deal  A\nth 
the  repercussions  of  a  sale  to  the  Koch 
brothers.  Tliey  could  have  decided  to 
take  a  timeout  for  a  year,  spin  it  off  to 
whoever  buys  the  new  stock— maybe 
the  Koch  brothers,  Douglas  Manches¬ 
ter  and  Aaron  Kushner.” 

Manchester,  the  owner  of  U-T 
San  Diego  (formerly  the  San  Diego 
Unioji-'D'ibxme),  has  a  reputation  for 
supporting  conseiwative  causes  and 


has  expressed  interest  in  acquiring 
Tribune  (see  sidebar,  pg.  38).  Kushner 
has  pointed  to  his  and  his  paper’s  po¬ 
litical  philosophies  towing  the  line  of 
the  Register’s  libertarian  founder  R.C. 
Hoiles. 

Reaching  out  to  the  Times  for  com¬ 
ment  on  this  story,  E^P  was  told  it 
would  only  come  down  to  this  from 
Nancy  Sullivan,  vice  president  of 
communications:  ‘The  L.A.  Times’ 
first  and  foremost  mission  is  serv¬ 
ing  Southern  California,  as  we  have 
for  132  years.  With  one  of  the  larg¬ 
est  news-gathering  operations  in  the 
countrj'— and  the  majority  of  our 
editorial  staff  based  in  downtown  Los 
Angeles— we  continue  to  bring  the 
world  to  California,  and  California  to 
the  world.” 

How  will  it  all  Register? 

he  bit  about  being  based  in 
dowTitowm  Los  Angeles  is  a 
direct  salvo  at  Kushner,  who 
has  said  about  75  of  his  370  editorial 
staffers  will  be  covering  Los  Angeles 
for  the  L.A.  Register.  The  news,  copy 
and  design  desks  \vill  be  centralized 
in  Orange  County  at  the  Register’s 
Santa  Ana  offices,  about  25  miles  from 
downtown  L.A.  That  could  be  the 
plan’s  downfall,  according  to  Doctor, 
w'ho  says,  “L.A.  County  does  not  need 


y  Since  their  Freedom  Communications, 
2100  Trust  LLC  bought  the  Orange  County 
Register  in  Juiy  2012,  Eric  Spitz  (left)  and 
Aaron  Kushner,  president  and  publisher, 
respectively,  of  the  Register,  have  been 
extremely  aggressive  in  their  pursuit  of  start¬ 
ing  new  newspapers  and  buying  established 
ones  throughout  Southern  California. 


superficial  reporting.” 

Freedom’s  push  into  Long  Beach 
was  something  of  a  no-brainer 
because  some  already  see  the  city  of 
460,000  as  an  extension  of  neighbor¬ 
ing  Orange  County  and  the  increased 
market  share  can  offset  the  cost  of 
20  editorial  staffers  and  additional 
sales  staff  producing  the  Long  Beach 
Register.  But  Long  Beach  is  one  com¬ 
munity.  Wffiile  the  Register  from  Santa 
Ana  adequately  covers  34  incorpo¬ 
rated  cities  and  unincorporated  areas 
of  Orange  County,  the  third  most 
populous  in  California,  Los  Angeles 
County  boasts  88  incorporated  cities 
and  unincorporated  areas  and  is  the 
most  populous  county  in  the  U.S. 

With  75  staffers  going  up  against 
Times  and  Daily  News  reporters  for 
Los  Angeles  County  scoops.  Doctor 
wonders  of  Kushner,  “How  is  he  going 
to  get  enough  LA.  news  to  really  seem 
local,  and  what  does  local  mean  to  the 
L.A.  Register?  How  many  editions  will 
he  have?  There  are  10  million  people 
in  that  area.”  He  surmises  expansion 
may  be  more  about  spreading  out 
costs  as  print  and  digital  revenues  are 
underperforming  for  Freedom. 

“One  of  the  things  that  is  different 
is  newspaper  publishers  are  forced  to 
figure  out  a  lot  of  economies  of  scale,” 
he  explains.  "You’re  essentially  bring¬ 
ing  something  of  interest,  producing  it 
once  and  distributing  it  to  many.” 

That  strategy  was  attempted  before 
by  the  Times,  which  used  to  have  edi¬ 
torial  staffs  and  ad  salespeople  in  San 
Diego  and  Long  Beach  before  closing 
those  bureaus. 

Troubled  Tribune’s  seven  other 
newspapers  that  are  not  the  Times  as 
well  as  Digital  First  Media’s  L.A.  Daily 
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Nezvs  and  Long  Beach  Press-Telegium 
also  rely  on  the  same  national  and 
international  news  content  and 
central  copy,  news  and  design  desks. 
That  “cheap”  way  of  covering  the  rest 
of  the  world  over  multiple  newspapers 
“makes  sense  to  me  if  the  local  part  of 
what  you’re  doing  is  sufficient  in  size 
that  the  reader  says,  ‘There’s  really 
good  stuff  here,’  ”  Doctor  says. 

Doctor  wonders  if  Kushner’s  L.A. 
strategy  is  a  nicely  timed  bluff  as  the 
Times  remains  “in  limbo”  while  the 
Tribune  Co.  accepts  sale  offers.  As 
Doctor  notes,  pulling  off  that  deal 
“comes  down  to  money,”  something 
he’s  not  sure  Kushner  has  enough  of, 
considering  the  I’eported  troubles  he 
had  closing  the  deal  to  buy  the  River¬ 
side  newspaper. 

Hello,  Koch  brothers  and  “Papa 
Doug”  Manchester? 

Meanwhile,  over  at  LANG... 

I  igital  First  Media,  which  owns 

[  the  Los  Angeles  News  Group 
.  > .  . .  (LANG)  that  includes  the  Los 

Angeles  Daily  News  and  Long  Beach 
Press-Telegram,  is  seeing  solid  digital 
growth  across  its  many  platforms,  ac¬ 
cording  to  Michael  A.  Anastasi,  Digital 
First  Media’s  region  editor  and  vice 
president  of  news  \vith  Los  Angeles 
News  Group. 

“We  launched  10  niche  apps  in 
2013  and  are  seeing  excellent  down¬ 
load  numbers,”  Anastasi  said.  “We 
launched  redesigned  websites  that 
are  pi’oviding  a  licher,  more  dynamic 


user  experience.  We  accomplished  an 
ambitious  community-engagement 
agenda.  We  launched  redesigned  print 
products,  we’re  seeing  explosive  mo¬ 
bile  grovv^h,  and  we  have  completed 
numerous  substantive  journalism 
projects.  And  that  is  of  what  I’m  most 
proud.” 

His  company  has  the  distinc¬ 
tion  in  Southern  California  of  facing 
Kushner’s  expansion  on  two  fi’onts, 
but  Anastasi  does  not  exactly  sound 
worried  about  the  upstart  Registers  of 
Long  Beach  and  Los  Angeles. 

“What  I  can  say  about  Long  Beach 
is  that  the  Press-Telegram  has  not  lost 
a  single  digit  of  market  share”  to  the 
Long  Beach  Register,  said  Anastasi, 
who  added  advertising  revenue  in 
Long  Beach  is  up  year  over  year  as 
are  single-copy  sales.  His  company’s 
weekly  Grunion  Gazette,  also  pub¬ 
lished  in  Long  Beach,  is  experiencing 
similar  success,  he  said,  and  both 
papers  are  routinely  breaking  news  in 
Long  Beach  that  the  Register  is  not, 
such  as  the  city’s  police  chief  tossing 
his  hat  into  the  ring  to  become  the 
next  county  sheriff. 

Anastasi  agrees  wth  Kushner  that 
print  is  still  viable.  “We  earn  many 
millions  of  dollars  in  revenue  from 
print  and  devote  many  resources  to  do 
it  well,”  he  said,  \\diere  he  parts  ways 
from  print-first  is  the  opportunity 
for  gi’owfh.  There  isn’t  any,  Anastasi 
maintains.  “If  a  huge  investment  in 
print  was  all  it  took  to  grow  audience 
and  revenue,  then  everyone  in  the 


>  Freedom  CEO  Aaron  Kushner  wasn’t  satis¬ 
fied  with  more  or  less  owning  the  Orange 
County,  Calif,  market,  so  the  Orange  County 
Register  publisher  started  the  Long  Beach 
Register  in  the  Southern  California  seaside 
city  late  last  year.  The  Los  Angeles  Register 
was  set  to  debut  this  month. 


industry  would  be  doing  that,”  he  said. 
“And  if  someone  out  there  hits  on  a 
successful  print-centric  formula,  be¬ 
lieve  me,  we’ll  all  be  jumping  on  that 
strategy  tomorrow.” 

Anastasi  also  believes  the  Register  is 
not  achiering  the  audience  or  circu¬ 
lation-revenue  goals  it  set  for  itself  so 
it’s  expanding  into  L.A.  to  increase 
market  share,  “especially  since  that 
has  not  happened  in  Long  Beach.” 


U 


y  Michael  A.  Anastasi,  Digital  First  Media’s 
region  editor  and  vice  president  of  news  with 
Los  Angeles  News  Group 


But  Anastasi  welcomes  haring  com¬ 
petition  because  it  “always  makes  for 
better  journalism,  which  better  seizes 
our  communities.” 


The  experiment  continues 

Soon  after  bursting  onto  the 

sunny  Southern  California  news¬ 
paper  scene  out  of  Boston,  where 
the  former  greeting-card  executive 
had  sought  unsuccessfully  to  buy  the 
Boston  Globe,  Kushner  joined  Spitz  in 
quickly  making  a  series  of  counter-in- 
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The  Word,  According  to  ‘Papa  Doug’ 

U-T San  Diego,  led  by  Douglas  Manchester,  puts  its  own  stamp  on  the 
Southern  California  media  scene 


^  John  Lynch 


Shortly  before  Freedom  Communications  revealed 
that  a  group  led  by  Aaron  Kushner  would  be  the  media 
company's  new  owner,  Douglas  Manchester  made  some 
noise  down  in  San  Diego  that  he  would  be  taking  over 
the  Orange  County  company. 

Things  didn’t  go  that  way  for  "Papa  Doug,"  the 
flamboyant  owner  of  the  Manchester  Grand  Hyatt  in 
San  Diego,  Playboy  Enterprises  and,  since  November 
2011,  the  former  San  Diego  Union- Tribune,  which  has 
since  been  rebranded  U-T  San  Diego  to  reflect  its  11 
print,  digital,  television  and  other  media  platforms. 


Manchester  was  too  busy  traveling 
recently  to  speak  with  E&P,  so  U-T  San 
Diego  CEO  John  Lynch  pinch  hit.  Lynch 
had  been  running  U-T’s  day-to-day 
operations  at  the  time,  but  that  has 
since  changed.  At  the  time  Lynch  spoke 
with  E&P,  he  stressed  his  company,  and 
not  the  one  of  that  young  fellow  up  the 
San  Diego  Freeway  in  Santa  Ana,  had 
unlocked  the  secret  to  financial  success 
with  newspapers. 

‘  ‘Like  Aaron  Kushner,  we  believe  in 
acquiring  additional  papers,"  Lynch 
said.  "We  believe  that  with  the  major 
metropolitan  newspapers  reaching 
five  times  more  people  with  all  their 
platforms  than  any  other  media  in  all 
those  markets,  we  can  galvanize  those 
folks  and  repurpose  them  for  all  our 
platforms  and  control  them  for  years  to 
come.  That's  kind  of  our  strategy.  We  are 
very  high  on  this  business." 

U-T  San  Diego  diverges  from  Free¬ 
dom  when  it  comes  to  investing  mainly 
in  the  print  side  of  the  media  business. 

"Where  we  see  this  business  flour¬ 
ishing  is  with  newspapers  to  multi- 
media  companies,"  Lynch  explained. 
Kushner 's  "more  focused  on  the 
newspaper  side;  God  bless  him  and  I 
hope  it  all  works  for  him." 

Lynch  declared  his  is  "the  num¬ 
ber  one  newspaper  in  the  country  in 


year-to-year  revenue.  We  accom¬ 
plished  that  because  of  multi-media 
platforms.  We're  not  competing  for  the 
$240  million  in  newspaper  advertising 
in  San  Diego,  we're  competing  for  the 
$3  billion  in  all  media,  including  televi¬ 
sion  and  digital. ...  That's  why  we  are 
able  to  be  more  successful." 

Like  Kushner,  LT-Thas  been  swal¬ 
lowing  up  other  newspapers  in  their 
region,  most  notably  the  North  County 
Times  and  its  subsidiary,  The  Califor¬ 
nian,  merging  them  into  the  Union- 
Tribune.  But  Lynch  does  not  see  his 
competition  as  other  newspapers; 
it’s  anyone  vying  for  the  same  print, 
digital  and/or  television  advertising 
dollars.  He  believes  U-T  San  Diego 
will  prevail  over  competitors  on  any 
platform  because  his  company  “is  run 
more  efficiently,"  he  said  at  the  time. 

Well,  apparently  not  efficiently 
enough  for  Manchester.  In  a  Feb.  6 
memo  to  employees,  Mike  Hodges, 
U-Ts  president  and  chief  operating  of¬ 
ficer,  revealed  he  would  be  taking  over 
management  of  day-to-day  opera¬ 
tions  from  Lynch. 

"Beginning  today.  Papa  Doug  has 
assigned  our  vice  chairman  and  CEO, 
John  Lynch,  to  focus  on  our  [mergers 
and  acquisitions]  and  bringing  these 
deals  to  fruition,"  Hodges  wrote.  "Papa 


Doug  has  assigned  me  to  run  our 
day-to-day  operations.  Starting  today, 
all  divisions  with  U-T  San  Diego  will 
report  up  through  me." 

Hodges  conceded,  “While  we  had 
a  strong  year  in  a  number  of  areas, 
we  did  not  meet  our  financial  goals 
in  2013.  Accordingly  there  will  be  a 
restructure  of  our  senior  management 
team.  Details  will  be  forthcoming." 

Some  employees  fear  the  shakeup 
in  the  executive  offices  will  lead  to 
cuts  below,  San  Diego  Reader's  Don 
Bader  reported. 

Being  in  charge  of  mergers  and 
acquisitions  still  has  Lynch  playing  a 
vital  role  at  U-T,  which  recently  ac¬ 
quired  nine  local  newspapers  "that  we 
are  utilizing  as  models  on  how  to  cover 
the  county,"  he  said.  "If  we  believe  we 
can  take  our  model  to  other  markets, 
we  will  do  that.” 

Speaking  of  other  markets,  Man¬ 
chester,  like  Kushner,  has  expressed 
an  interest  in  acquiring  the  Los  Ange¬ 
les  Times.  Could  they  join  forces  (and 
wallets)  to  do  so? 

"No,"  Lynch  answered  flatly.  "We 
have  such  divergent  views  of  philoso¬ 
phy,  I  couldn't  imagine  that." 

But  they  do  share  similar  political 
philosophies,  right? 

"The  truth  is,  I  think  that  while  we 
have  been  depicted  as  being  con¬ 
servative  Republicans,  we're  really 
pro-business  in  San  Diego  with  a 
pro-military  editorial  page,"  Lynch 
said.  "We’re  really  about  running 
things  in  an  efficient  way.  The  editor 
runs  the  editorial  side  of  the  paper  his 
way.  We're  just  running  a  good  busi¬ 
ness.  We  believe  we  have  a  formula 
that  works.  It  gives  us  a  tremendous 
advantage  with  advertisers  having 
11  channels  of  opportunity  to  reach 
more  people  than  anyone  else.  We  try 
to  take  advantage  of  that  and  expand 
into  other  markets.  I  don't  think  we 
would  partner  with  anyone." 

-Matt  Coker 
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tuitive  moves.  They  beefed  up  the  staff 
at  the  flagship  Orange  County  Register 
at  a  time  other  newspapers  around 
the  countiy  were  cutting  theirs.  More 
pages  and  sections  were  added  to  the 
paper  while  his  industiy  brethren  cut 
back  on  theirs.  And  a  hard  paywall 
was  put  up  while  others  gave  content 
away  online  for  free  or  close  to  it. 

“Tlie  Orange  County  Register  invest¬ 
ment  experiment  stands  out  uniquely 
among  American  daily  newspapers  last 
year,”  Doctor  says.  “As  others  continue 
to  cut  back  or  a  relative  few  held  the 
line,  the  massive  investment  Kushner 
has  made  in  the  Register  is  one  eveiyone 
is  watching.  People  in  the  industiy'  ai’e 
rooting  for  it  to  work,  although  they 
don’t  believe  it  wall  work.” 

Doctor  first  spoke  v^dth  E&P  from 
his  car  as  he  was  heading  out  of  towm. 
He  was  back  home  by  Jan.  15,  when 
35  staffers  at  the  Press-Entei'piise  re¬ 
ceived  layoff  notices,  which  could  have 
been  expected  since  consolidating 
operations  would  have  been  part  of 
the  appeal  in  Freedom  acquiring  the 
daily  in  the  neighboring  county  from 
A.H.  Bclo  Corp.  for  $27-25  million  in 
November.  But  the  followng  morn¬ 
ing  Freedom  announced  a  shocker: 

32  employees  had  been  laid  off  at  the 
Register,  including  editor  Ken  Brusic, 
four  of  his  top  lieutenants  and  several 
veteran  reporters.  It  was  an  ah-ha  mo¬ 
ment  for  Kushner  critics. 

Still,  the  Register  publisher  was 
dowiright  bully  about  his  papers  and 
print-first  strategy  when  he  spoke  \rith 
ECiP  less  than  a  week  later.  And  when 


asked  if,  despite  the  layoffs  and  the 
L.A.  Register  start-up,  he  still  wants  to 
acquire  the  Los  Angeles  Times,  Kush¬ 
ner  quickly  corrected;  “Our  interest  is 
in  all  the  Tribune  papers.  That  has  not 
particularly  changed.” 

Kushner  characterized  the  layoffs 
as  an  expected  part  of  his  acquisition 
and  consolidation  strategj'.  “We  have 


added  170  people  to  the  newsroom 
in  the  last  18  months,”  he  said.  “We 
are  structuring  for  the  next  leg  of 
our  growth.  Three  hundred  seventj' 
w'as  the  number  w'e  wanted  to  be  at, 
w'hich  makes  us  one  of  the  largest 
new'srooms  on  the  West  Coast.  It  puts 
us  in  a  good  position  to  continue  to 
grow'  and  expand  into  Los  Angeles  and 
significantly  [grow'  the]  Register  in 
Orange  County. 

“There  has  been  no  particular 
change  in  strateg)'.  Wliat  eveiy  busi¬ 
ness  should  do  that  is  grow'ing  and 
evolving  rapidly  is  to  constantly  evalu¬ 
ate  its  structure  to  most  effectively 
deliver  its  product.” 

He  claimed  circulation  and  advertis¬ 
ing  revenue  “are  up  nicely”  and  “w'e  ex¬ 
pect  to  continue  to  grow'  in  2014.”  But 
keep  in  mind  staff  and  newsprint  costs 
must  also  have  risen  w'hile  online  traffic 
has  been  dowm  40  percent  since  the 


►  The  Orange  County  Register  headquarters 
in  downtown  Santa  Ana  is  reportediy  up  for 
sale  as  Aaron  Kushner  looks  to  leverage  his 
strategy  for  growth. 


Register’s  paywall  w'ent  up,  certainly 
resulting  in  a  loss  of  ad  revenue  there. 

It  should  be  noted  that  Kushner 
and  Freedom  also  ow'ii  other  new's- 
paper  interests  Yvith  the  Daily  Press 
in  Victorville  and  the  Desert  Dispatch 
in  Barstow',  both  in  the  high  desert 
areas  of  Southern  California,  along 
w'ith  more  than  30  community  papers, 
including  Spanish-language  Excelsior 
and  La  Prensa. 

Asked  w'hether  his  moves  are  good 
for  journalism  in  Southern  California, 


Kushner  confided,  “Uli,  w'e  don’t  do 
w'hat  W'e  do  for  journalism  in  Southern 
California,  We  do  w'hat  w'e  do  to  sen'e 
our  local  community,  the  subsciiber.  We 
think  on  a  local  community  level;  there 
are  over  20  cities  in  Orange  County,  and 
W'e  think  about  each  one,  both  indiridu- 
ally  and  in  aggregate  as  a  w'hole.  We  tiy' 
to  think  about  each  subscriber  in  the 
communities  w'e  live  in.” 

He  had  “no  particular  comment”  on 
W'hat  his  industiy  peers  think  of  his 
moves  and  said  he  w'as  “quite  happy'” 
W'ith  the  Long  Beach  Register,  add¬ 
ing  it  w'ill  be  “a  multi-y'ear  process”  to 
achieve  success. 

As  for  joining  w'ith  the  Koch  Broth¬ 
ers  or  anyone  else  to  purchase  the 
Los  Angeles  Times,  Kushner  seemed 
dumbfounded  at  the  question. 

“I  don’t  know'  w'hy  w'e  w'ould  do 
any'thing  other  than  run  our  ow'ii 
business.”  ■ 


When  asked  if...  he  still  wants  to  acquire 
the  Los  Angeles  Times,  Kushner  quickly 
corrected:  ‘‘Our  interest  is  in  all  the  Trioune 
papers.  That  has  not  particularly  changed.” 
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Circulation,  as  a  newspaper  organization  discipline,  is  so 
much  more  compiex  now  than  it  was  even  20  years  ago, 
when  the  Internet  and  digital  media  were  in  their  infancy. 
The  roles  and  responsibilities  have  changed,  and  the  skills 
that  the  new  breed  of  circulation  professional  must  possess 
are  diverse,  dynamic  and  often  data-driven. 


-k  IGNITING  THE  BASE: 

Reimagining 

Circulation 


Investment  in  talented  marketing  minds 
transforms  newspaper  circulation 
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!  o  the  news  organization  now,  circulation  is  no  longer  simply  a  matter  of  operations  and 
1  logistics,  suggested  Christian  Lee,  \dce  president  of  circulation  for  The  McClatchy  Co.’s  (Fort 
Worth)  Star-Telegram.. 

Lee  noted  that  he’s  seen  both  profound,  sweeping  changes  in  the  way  newspapers  manage  circula¬ 
tion,  and  more  subtle,  perhaps  sjmibolic  gestures,  too:  “Just  last  year,  we  changed  from  a  circulation 
department  to  an  audience  development  department,  and  (now)  everything  is  focused  on  audience, 
brand  and  fulfillment.” 


Though  no  role  or  department  wthin  news¬ 
paper  organizations  has  been  sheltered  from 
change  brought  on  by  the  challenged  economy 
and  introduction  of  “new  media,”  those  in  cir¬ 
culation  have  perhaps  been  the  most  bui’dened 
by  not  only  doing  more  with  less,  but  doing  new 
and  m.ore  with  less.  The  entire  job  description 
has  been  re\ased. 

“[Circulation]  is  a  big  discipline  and  deseiwes 
a  deep  dive,”  said  Joe  Leong,  vice  president, 
circulation,  Albuquerque  Publishing  Co. 

Leong  said  that  he’s  worked  for  cutting-edge 
media  companies  throughout  his  career,  so  he’s 
accustomed  to  a  djmamic  cultui’e.  Even  so,  he 
recalled  recent  years  as  being  particularly  trans¬ 
formative  for  circulation  professionals. 

“The  main  responsibility  was  to  distribute  the 
newspaper,  and  now  the  circulation  executive 
needs  to  absolutely  have  fundamental  opera¬ 
tional  skills,  but  also  digital  skills,”  he  said. 

“And  they  also  need  marketing  and  sales  skills, 
and  they  need  financial  skills  and  IT  skills  to  be 
able  to  understand  the  data. ...  It’s  a  brand  new 
discipline,  and  it’s  a  brand  new  person  who  will 
be  successful  in  it.” 

Todd  Benz  is  a  seasoned  new'spaper  veteran 
w'ho  seiwes  as  Halifax  Media  Group’s  director 
of  circulation.  “When  I  started  many  years  ago, 
circulation  w'as  the  department  responsible  for 
driwng  those  w'hite  vans  around  and  dropping 
off  bundles  of  papers.  That  w'as  their  role,”  Benz 
recalled. 

“That  role  has  since  evolved  from  one  that’s 
serxice-driven  to  one  that’s  marketing-driven 
now'.  We’re  no  longer  simply  ‘circulation;’  we’re 
‘audience  development.’  And  w'hile  w'e  still  have 
the  responsibility  of  drixing  the  xx'hite  vans 
and  dropping  off  bundles  of  papers,  it’s  more 
complex  now'  and  circulation  departments  must 
transform  themselves  into  marketing-driven 
organizations  if  they’re  going  to  be  successful 
today.” 


Bridging  the  Gap 

In  a  relative  blink  of  an  eye, 
the  circulation  landscape 
was  completely  altered, 
leaving  even  those  w'ho 
had  built  successful  careers 
reeling.  The  result  xvas  a 
considerable  skills  gap  and 
an  industry-xvide  dilemma 
about  hoxv  best  to  retrain 
the  circulation  labor  force, 
and  hoxv  to  attract  new 
talent. 

Lee  suggested  that  one  of 
the  greatest  challenges  to 
professional  development— 
and  to  hiring  managers— is 
finding  good  people  who 
have  all  the  skills  needed 
to  bridge  operations  and 
sales  and  marketing.  “It’s 
becoming  much  more  of  a 
marketing  job— analyzing 
the  markets,  understanding 
xvhere  audiences  are  and 
can  be,  and  then  cross¬ 
marketing  effectix'ely,  based  on  demographics 
and  buj'ing  patterns,”  he  explained. 

According  to  Leong,  as  publishers  seek  to 
grow'  readership  and  tap  nexv  audiences  for  a  di- 
x'erse  array  of  publications  and  platforms,  there 
becomes  greater  need  for  cooperation  betxx'een 
once-autonomous  departments  and  functions, 
like  adx'ertising  sales,  public  relations  and  mar¬ 
keting.  And  the  lines  betxx'een  those  disciplines 
are  hence  blurred.  Within  his  oxvn  department, 
Leong  said  that  he’s  hired  top-notch  pros  in 
specialized  roles— an  advertising  sales  person 
recently,  as  w'ell  as  a  financial  analyst  and  bud¬ 
get  specialist,  xvho  xvork  hand-in-hand  xvith  oth¬ 
ers  xx'ho  are  adept  at  managing  daily  operations. 

Leong  acknow'ledged  the  skills  gap  plaguing 
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the  industiy— for  a  number  of  disciplines  wth  news  orga¬ 
nizations— and  agreed  that  it’s  most  apparent  in  circulation 
and  audience-development. 

“I  think  people  are  aft-aid  to  come  to  circulation,  and 
maybe  they’re  afraid  to  come  to  newspapers  in  general. 
They’re  afraid  to  start  a  career,”  he  said.  “From  2008  and 
beyond,  when  we  had  to  cut  people,  we  cut  a  lot  of  good 
talent.  So  there’s  a  gap  beftveen  seasoned  circulators  and 
who’s  going  to  be  next.” 

Wliile  the  industry  works  to  bridge  that  skills  gap  for  its 
legacy  pros,  it  must  simultaneously  do  a  much  better  job  of 
attracting  young,  bright  people. 

“I  think  young  people  don’t  think  it’s  sexy  like  broadcast, 
but  media  and  multimedia  is  changing  so  much,”  Lee  said. 
“For  example,  at  the  Star-Tekgi'am,  we  have  the  daily  prod¬ 
ucts;  we  have  multiple  websites  and  applications.  We  have 
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weekly  magazines,  monthly  maga¬ 
zines  and  newspapers.” 

To  garner  the  interest  of  qualified 
and  aspiring  people  to  newspapers 
wll  require  the  industry  to  do  a  bet¬ 
ter  job  of  telling  its  own  story— all  its 
juicy,  gritty,  and  even  thrilling  tales 
about  its  djmamic  culture  and  new- 
ground-breaking  publishing. 

Working  in  the 
Data  Mines 

One  of  the  facets  of  news  publish¬ 
ing  that  makes  it  special  and  unique 
is  its  role  in  the  community.  To  best 
serve  that  community,  publishers 
need  to  understand  its  members’ 
commonalities  and  nuances.  Data 
reveals  this,  if  it’s  astutely  studied 
and  exploited. 

“Many  years  ago,  I  worked  in  cir¬ 
culation  at  a  newspaper  and  we  had 
talks  wth  a  guy  who  was  an  expert  at 
data  modeling,”  recalled  Scott  Wheat- 
ley,  director  of  circulation,  Canada  Wide  Media  Limited, 
Vancouver.  “We  couldn’t  act  on  it  at  the  time  because  it  was 
too  expensive.  But  the  technology  has  evolved  and  it’s  more 
affordable  now,  so  we  can  amass  and  use  data  in  a  number 
of  different  ways.” 

In  order  to  leverage  readership  data,  publishers  have  to 
invest  not  only  the  technology  to  gather  it,  but  the  person¬ 
nel  to  interpret  it. 

“If  you  want  to  be  in  circulation  management  and  be 
successful,  you’ve  got  to  become  a  consumer  marketing 
expert,”  Wheatley  said.  “You  have  to  understand  big  data; 
you  have  to  be  able  to  research  and  target  your  marketing 
prospects.  So  the  job  has  evolved  and  become  something  a 
lot  more  sophisticated.” 

Wliile  big-data  mining  and  analysis  may  seem  a  strat¬ 
egy  ivithin  reach  of  only  big-budgeted  media  companies, 
smaller  publishers  may  benefit  from  external  expertise  and 
g-uidance,  according  to  Benz. 

“I’ve  had  the  good  fortune  to  work  with  a  lot  of  good 
folks,  like  MSG,  Marketing  Solutions  Group.  I’ve  learned  a 
lot  from  them  about  data  mining  and  collection,”  Benz  said. 
“I’ve  also  worked  a  lot  with  mass2one,  which  is  an  email 
marketing  company  that  has  helped  me  better  understand 
the  role  of  email  marketing  and  how  we  can  effectively 
communicate  wdth  our  customers  that  way.” 

Tlie  richest  and  most  revealing  data  available  to  pub¬ 
lishers  and  advertisers  isn’t  the  number  of  print  copies 
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distributed;  rather,  it  comes  from  the 
readership  itself. 

“The  newspaper  industry  and  the 
print  industrj'  are  not  dying,  like  so 
many  preach  it  is,”  Benz  said.  “Wliat 
has  died  is  mass  media— the  one-size- 
fits-all  approach.  Now,  we  need  to  do 
80  different  things  to  market,  when 
we  used  to  only  need  to  crank  up  the 
dialers  in  the  telemarketing  room. ... 
We’ve  got  our  print  products,  web¬ 
sites,  all  of  our  niche  publications;  and 
we  have  messaging  opportunities  \vith 
subscriber  invoices  and  daily  emails. 
Eveiy  communication  we  have  with 
our  customers  is  a  potential  for  us  to 
sell  our  message  and  we  need  to  do  a 
much  better  job  of  that.” 

Data  about  a  newspaper’s  current 
audience  is  important  to  digest,  for  it 
allows  publishers  to  create  a  “consum¬ 
er  profile”  of  likely  subscribers,  Benz 
said.  “You  need  to  understand  what 
people  want  and  how  your  product 
and  sendees  can  relate  to  them.  Then, 
you  can  deliver  the  proper  incentive.” 

“We’re  starting  to  see  trends  in 
when  and  how  people  are  accessing 
our  information,”  said  Lee.  “At  differ¬ 
ent  times  during  the  day,  they’re  look¬ 
ing  at  different  de^^ces— whether  it  be 
at  home  when  they  look  at  print  while 
haring  a  cup  of  coffee,  or  at  the  office 
on  their  desktops,  or  in  the  afternoons 
when  they’re  accessing  it  through 
their  tablets  and  phones.  And  mobile 


is  taking  a  much  bigger  portion  of  our 
readership.” 

CIrcuiation  Standouts 

The  question  about  audience  develop¬ 
ment  that  remains  unanswered  is: 
What’s  the  magic  formula  for  growdng 
circulation  in  a  post-print-centric  pub¬ 
lishing  era?  Perhaps  that’s  because  there 
is  no  magic  fomiula  or  singular  answer. 


subscrib¬ 
er,  you’ll 
receive 
an  email 
everj'  day,  \rith 

highlights  from  that  day’s  paper, 
which  you  can  glance  at  or  click 
through  and  read.  That  way,  if  you 
don’t  get  a  chance  to  actually  pick  up 
the  paper  that  day,  you  don’t  feel  as 


“I  think  we  have  to  do  a  much  bet¬ 
ter  job  of  packaging  ourselves  and 
presenting  our  whole  picture,”  Leong 
said.  “We  have  a  tendency  to  want  to 
report  how  many  copies  we  sold  today, 
but  our  whole  value  proposition  in¬ 
cludes  a  weekly,  a  militaiy  publication 
and  three  websites,  and  others  that 
extend  our  reach.” 

He  added  that  newspaper  publish¬ 
ers  have  a  great  opportunity  to  keep 
the  brand  fresh  in  the  minds  of  read¬ 
ers,  to  stay  connected  wdth  them  in 
ways  that  weren’t  possible  in  a  print¬ 
centric  world.  “For  example,  as  a  print 


though  you’ve  missed  something,  and 
we’re  able  to  stay  connected  wth  the 
reader.” 

Beyond  email  teasers  and  digital 
complements,  Leong  said  there  are 
other  ways  to  extend  the  newspaper 
brand,  add  value  for  the  reader,  and 
gather  some  of  that  coveted  user 
data.  At  Albuquerque  Publishing  Co., 
they’re  in  the  process  of  rolling  out  a 
reader-rewards  mobile  app  (a  tech¬ 
nological  update  to  a  prior  rewards 
program  accessed  by  a  member  card). 

“As  a  subscriber,  you  might  go  to 
any  of  200  locations  and  get  a  20 
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percent  discount,”  Leong  explained.  i  your  newspaper.  I  don’t  r^^td^fbp 
“Up  until  the  app,  which  is  in  devel-  i  at  that  rack,  especially  when  I  can  see 

opinent,  we  had  no  historj'  on  those  i  tomorrow’s  front-page  news  online  at 

transactions.  In  the  future,  a  reader  j  3  o’clock  the  afternoon  before.’  By  the 

who  goes  to  Subway  twice  a  month  i  time  the  print  product  hit  the  street, 

may  receive  a  Subway  coupon  on  their  i  it  was  old  news.  And  so  we  wondered 
renewal  notice.  Or  they  might  receive  i  why  single-sales  declined  and  sub- 
a  message  about  how  much  they  saved  i  scriptions  declined!  It  was  because 
by  using  their  rewards  app  within  the  i  people  are  smart.” 
year— like,  “You  saved  $35  and  used 
your  rewards  program  12  times  this 
year!’  It’s  a  way  that  readers  associate 
value  with  the  newspaper  that  extends 
far  beyond  the  editorial  content.” 

Though  it  may  not  be  in-vogue  to 
applaud  newspaper  “success  stories,” 
wth  so  many  pundits  eager  to  write 
the  industry  off,  there  are  anecdotal 
circulation  wins  that  largely  go  unno¬ 
ticed.  The  Alliance  for  Audited  Media 
put  out  its  list  of  Top  25  U.S.  Newspa¬ 
per  Audience  Gainers  for  September 
2013,  and  the  top-four  newspapers 
cited  boasted  annual  grov^th  in  double 
double-digit  gains— across 
print  and  digital  platforms:  The  Advo¬ 
cate  in  Stamford,  Conn,  grew  audi¬ 
ence  by  14.8  percent;  Akron,  Ohio’s 
Beacon  Journal  was  up  12  percent;  the 
Ledger  in  Lakeland,  Fla.  saw  10.9-per¬ 
cent  gro\\1;h;  and  the  Olympian  of 
Olympia,  Wash.,  also  expanded  by  10 
percent. 

Star-Telegram’s  Lee  remarked  that 
all  successes  are  traced  back  to  a  single 
origin— content.  People  buy  into 
newspapers— they  sw.6scn6e— because 
they  understand  the  value  of  the  con¬ 
tent,  that  it’s  coming  from  a  credible 
source,  and  that  the  reporting  is  based 
on  facts  and  good  journalism,  he  said. 

In  the  early  days  of  digital  and  social 
media,  publishers  foolishly  gave  away 
content  for  free.  “It  didn’t  make  sense,” 
recalled  Benz.  “Suddenly  we  woke 
up  and  asked  ourselves,  ‘Why  are  we 
doing  this?  We’re  giving  people  reason 
to  say,  ‘I  don’t  need  to  subscribe  to 


Bundles  and  Huddles 

The  head-spinning  pace  at  which 
circulation  and  audience-development 
roles  have  changed  may  naturally 
leave  professionals  disheartened, 
but  there  are  resources  to  tap,  and 
colleagues  from  whom  to  learn.  The 
experts  E&P  interviewed  for  this 
article  all  agreed  that  regional  associa¬ 
tions,  conferences  and  tradeshows, 
and  other  networking  opportunities 
are  more  xdtal  to  industry  health  than 
ever  before. 

“One  thing  that  I  think  has  changed 
in  the  industry— for  the  good— is  that 
we’re  not  competitors  anymore  with 
the  newspaper  down  the  street,”  Benz 
said. 

“Five  years  ago,  you  could  have 
come  into  our  conference  room,  and 
we  may  have  been  having  a  discussion 
about  how  to  beat  out  Greensboro’s 
News  &  Record,  and  keep  them  at  bay 
to  our  west. 

“Today,  that  conversation  in  our 
conference  room  has  the  Neivs  Of 
Record  at  the  table  and  we’re  talking 
about  what  we  can  do  together.  We’re 
still  competing  a  little  bit  for  ad  dol¬ 
lars,  certainly.  I  am  sure  that  they’d 
like  to  take  some  of  our  advertising 
away,  and  I’m  sure  our  ad  department 
feels  the  same  way.  But  the  real¬ 
ity  is  that  we  can’t  operate  that  way 
anymore.  The  simple  economics  just 
don’t  work.  You  can’t  afford  to  have 
five  different  carriers  driving  down  the 
same  street.”  ■ 
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A  CLOSER  LOOK 
AT  DSCOOP 


One  of  the  largest  printer  user  groups  in  the 
country  helps  shape  what  your  partners  think 
about  their  industry  and  how  they  do  business 


O  Dscoop 

Digflfil  Sokitioos  Coopefstive 
A  Cooporattvs  of  HP  OrBphlc  Arts  UMre 


On  March  6-8,  the  industry  will  convene  in 
Orlando,  Fla.,  for  one  of  the  larger  user 
conferences— Dscoop9.  The  event  is  the 
annual  gathering  of  HP  Graphic  Arts  us¬ 
ers,  and  the  odds  are  good  that,  if  the  print  shop 
you  partner  with  has  HP  equipment,  they  will  have 
someone  at  this  event. 

Like  many  user  groups,  Dscoop’s  mission  is  to  help  its 
members  be  more  profitable  and  successful  in  their  busi¬ 
ness.  In  addition  to  the  annual  conference,  the  group  has 
a  wade  range  of  resources  available  for  its  members  to  tap 
into,  including  regular  webinars  and  w'bite  papers,  a  fomm 
for  its  users  to  come  together  and  discuss  the  issues  facing 
the  industry'  and  customizable  marketing  materials,  such  as 
new'sletters.  The  odds  are  good,  if  your  printer  is  a  member, 
that  you’ve  benefited  from  the  group  or  received  materials 
originating  with  them  at  some  point. 

But  w'hat  does  that  mean  in  practical  terms?  “Our  focus 
in  2014  is  delivering  w'hat  our  members  tell  us  they  need 
to  be  more  competitive  today  and  better  positioned  for 
the  future,”  said  Mike  Fogai1:j',  Dscoop  Global  Executive 
Director.  “Our  current  priorities  are  driven  by  four  main 
pillars;  encouraging  sharing  within  our  member  commu¬ 
nity,  delivering  exceptional  value  to  our  members,  leading 
the  industiy  in  education,  and  continuing  to  grow'  our  global 
footprint.  This  is  an  exciting  time  for  Dscoop  and,  in  turn, 
for  our  members  and  partners.” 

The  organization  further  broke  that  dowi  into  three 
action  points  for  the  year,  that  it  is  focusing  on  improving 


^  DscoopS  will  be  held  in  Orlando,  Fla.  from  March  6-8,  draw¬ 
ing  HP  Graphic  Arts  users  from  around  the  world. 
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for  all  of  its  members.  The  first  is  the  culture  of  sharing 
that  Dscoop  wants  to  continue  to  strengthen  among  its 
membership.  “Dscoop’s  greatest  strength  is  friends  helping 
friends  wan,”  said  Fogaiiy.  “Customers  continue  to  ask  for 
new'  takes  on  old  ideas,  and  they  w'anted  them  yesterday 
and  produced  more  efficiently  (read:  better,  faster,  cheap¬ 
er).  You  have  two  choices:  Go  it  alone  or  leverage  resources 
at  your  disposal— one  of  which  is  our  network  w'ithin 
Dscoop.  A  culture  of  sharing  is  where  the  free  exchange  of 
ideas  and  best  practices  exist  throughout  the  organization, 
w'here  indiriduals  are  engaged  and  collaborating  openly. 
Success  begets  success,  and  the  rew'ard  for  helping  a  fellow 
member  is  greater  than  any  financial  payout.” 

'fhe  second  focus,  Fogaity  noted,  is  making  Dscoop  into 
the  voice  of  the  industry',  w'hich  means  expanding  their 
reach  beyond  the  current  user  base.  “Print  leaves  an  indel¬ 
ible  impact  and  is  a  necessity  in  evety  marketing  and  adver¬ 
tising  campaign,”  he  noted.  “We  believe  w'e  can  continue  to 
lead  our  industry  by  educating  the  print  generator  to  help 
them  better  understand  the  capabilities  and  value  of  print. 
Overall,  w'e  look  to  develop  a  plan  to  increase  the  know'l- 
edge  of  our  indi\'idual  members  w'ith  the  expectation  that 
once  empowered,  our  members  will  take  these  principles 
to  their  customers  and  continually  re-educate  the  market 
on  what  is  possible  vrith  print,  thereby  grow'ing  demand. 
Dscoop  can  truly  create  the  rising  tide  that  lifts  all  boats.” 

Finally,  the  organization  plans  to  focus  on  helping  its 
members  become  more  of  a  global  force,  expanding  their 
indiridual  and  collective  reach,  \vith  leads  to  more  opportu¬ 
nities  not  only  for  them,  but  for  the  print  buyers  as  w'ell.  “If 
you  aren’t  thinking  global,  you  won’t  be  around  very  long,” 
said  Chris  Petro,  global  chairman. 

Fogarty  agreed,  adding,  “This  is  the  reality  today.  There¬ 
fore,  a  printer’s  choices  are  to  either  open  up  business  on 
several  continents  or  leverage  Dscoop  and  its  global  reach 
to  ser\'e  their  clients  as  a  true  global  partner.  At  Dscoop, 

W'e  continue  to  drive  operations  in  the  North  American 
and  EMEA  regions  and  have  renewed  our  commitment  to 
Asia-Pacific  (APJ)  region  to  help  HP  Graphic  Arts  owners 
succeed  globally.” 

He  w'ent  on  to  note,  “Most  printers  join  Dscoop  when 
they  purchase  a  new  press  and  look  to  us  to  help  support 
their  growth.  However,  the  essence  of  Dscoop  that  is  most 
often  cited  as  the  reason  they  stay  is  the  unusual  camara¬ 
derie  and  sharing  that  is  so  unique  to  our  organization  and, 
quite  frankly,  doesn’t  exist  anywhere  else.  I  believe  organi¬ 
zations  like  Dscoop  are  so  rare  because  they  are  incredibly 
difficult  to  build.  Dscoop  is  great  only  because  of  our  mem¬ 
bers’  success,  and  our  members’  success  makes  Dscoop  a 
great,  enduring  oi’ganization.  Specifically,  it  is  really  hard 

46  I  K&r  I  MARCH  2014 


Dscoop9  attendees  will  learn  the  latest  in  print  technology. 


DscoopS  Agenda 

Curious  about  what  your  printers  will  be  learning  at 
this  year's  event,  March  6-8,  in  Orlando,  Fla.?  Here 
is  a  look  at  the  agenda  for  the  show,  and  what  they'll  be 
focusing  on  this  year. 

Thursday,  March  6, 2014 

;  8-11  a.m.  Dscoop  University  Sessions 

:  11:15  a.m.-12;15  p.m.  Diamond/Platinum  Partner  Sessions 
:  1:15-2:15  p.m.  Diamond/Piatinum  Partner  Sessions 
:  2:30-3:30  p.m.  Featured  Speaker 
:  3:30-4:30  p.m.  Networking  Activities 
'  4:30-6  p.m.  The  Five  Shared  Growth  Secrets  of  the  Worid's 
Best  Performing  Companies  and  Leaders 
;  6-9  p.m.  Solutions  Showcase  Opening  Reception 

;  6:30-7  p.m.  Dscoop  First-Time  Attendee  Orientation 

Friday,  March  7, 2014 

I  8-9:30  a.m.  The  Business  of  Awesome  (and  UnAwesome) 

:  9:30  a,m.-5:30  p.m.  Solutions  Showcase  Open 
i  10:30  a.m.-6  p.m,  Education  and  Partner  Sessions 
'  11:30  a.m.-1:30  p.m.  Lunch 
I  1:30-2  p.m.  Gold  Partner  Sessions 
i  7  p.m.-ll  p.m.  Dscoop9  Celebration 


Saturday,  March  8, 2014 


9:30  a.m.-3  p.m. 
10a,m,-2:30p.m. 
11:30  a.m,-1:30  p.m. 
1:30  p.m,-2  p.m, 
3:30-4:30  p.m, 


Education  and  Partner  Sessions 
Solutions  Showcase  Open 
Lunch 

Gold  Partner  Sessions 
Dscoop9  Closing  Session 


editorandpublisher.com 


to  describe  unless  you  experience  it,  but  it  is  amazing  to 
see  the  candor  and  sincerity  wdth  which  erstwhile  competi¬ 
tors  discuss  their  businesses.  They  talk  about  challenges  as 
well  as  successes,  and  learn  so  much  fi’om  each  other  in  the 
process.  These  ‘competitors’  immediately— at  the  show- 
become  colleagues  and  then  many  become  partners.  This 
simply  doesn’t  exist  anjwhere  else.” 

In  addition,  the  organization  wants  to  help  its  members 
better  communicate  with  the  end  users— such  as  newspa- 
per  publishers.  They  are  teaching  printers  how  to  take  print 
to  the  next  level,  and  then  educating  them  on  how  to  break 
that  dovra  and  find  ways  to  make  it  very  applicable  to  their 
customer’s  business. 

“The  other  thing  that  is  inereasingly  beeoming  eritieal 
to  success  is  for  printers  to  educate  their  customers  on  the 
power  of  what  is  possible  wth  digital  print,”  Fogarty  said. 
“Designers  and  brand  ov^mers  don’t  fully  understand  all 
of  the  new  eapabilities  of  print  and  how  it  fits  in  today’s 
multi-channel  integrated  marketing  campaigns.  There  ai’e 
so  many  ways  that  print  can  help  brands  cut  through  the 
clutter  to  gain  awareness  and  conversions,  yet  most  brands 
are  just  scratching  the  surface  here.  At  Dscoop  we  believe 
enabling  printers  to  be  able  to  educate  their  customers 
will  be  a  critical  component  to  long  term  success  for  the 
entire  digital  printing  community— and  I  don’t  think  there 
is  any  other  organization  out  there  that  is  doing  that  at 
the  level  we  are.  In  fact,  we  recently  released  a  tool  called 
the  Designer  Tutorial— available  to  our  members  for  their 
customers— that  explains  how  to  design  for  some  of  the 
most  interesting  effects  available  on  HP  Indigo  presses,  like 
raised  print  and  textured  effects.” 

Running  the  Show 

Dscoop  recently  named  its  new  members  to  its  Board  of 
Directors,  who  \\all  be  the  ones  driving  not  only  the  current 
rfsion,  but  helping  to  shape  the  direction  of  the  organiza¬ 
tion  in  the  future.  The  board  represents  a  wide  swath  of 
indirfduals  from  different  tjqjes  of  printer  shops  all  around 
the  world.  It  reads  as  a  who’s-who  of  some  of  the  top  print¬ 
ers  worldv^de.  They  ai’e:  Chairman— Chris  Petro,  Global 
Soft  Digital  Solutions  (USA);  Treasurer— Mark  Sarpa,  Pro¬ 
gressive  Solutions  (USA);  Yukinori  Okamoto,  Pullcast  Inc. 
(Japan);  Darfd  Minnett,  Group  Momentum  (Australia); 
Gar>'  Peeling,  Precision  Printing  (UK);  Jon  Tolley,  Prime 
Print  Group  (UK);  Lariy  Vaughn,  Seebridge  Media  (USA); 
Alon  Bar-Shany,  HP  (Israel);  and  Jan  Riecher,  HP  (USA). 

In  addition,  Dscoop  has  t\^'o  regional  directors:  Fogaity 
and  Peter  van  Teeseling,  EMEA  Regional  Director.  “[We 
help]  coordinate  the  organization’s  activities  within  that 


another  time, 
another  print. 

Print  is  always  on  the  move.  In  dynamic  markets, 
printers  need  to  adapt  to  new  conditions.  This  is 
manroland  web  systems’  focus;  You,  your  business, 
and  your  future.  We  can  show  you  new  perspectives 
with  the  entire  value  chain  in  mind.  Expect  integrated 
solutions  for  successful  business  models, 
manroland  web  systems  Inc.,  Lisle/IL.  WE  ARE  PRINT, 
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region  and  provide  direction  and 
oversight  for  the  volunteer  boards  of 
directors,”  said  Fogaitj'. 

One  of  their  biggest  jobs  is  the 
aforementioned  Dscoop9  event. 

“Tliis  year,  we  focused  on  what  our 
members  said  are  their  biggest  chal¬ 
lenges,”  Fogart)'  said.  “In  preparation 
for  Dscoop9)  we  worked  closely  wth 
industrj'  partners  and  consultants  to 
deliver  answers  and  actionable  next 
steps,  not  just  presentations.  Our  goal 
is  to  make  sure  all  attendees  walk 
away,  not  only  inspired,  reenergized 
and  better  informed,  but  also  depart 


Orlando  with  tools  and  resources  to 
implement  immediately  in  their  busi¬ 
nesses.” 

The  sessions  for  the  event  were  re¬ 
structured  this  year,  and  v«ll  foeus  on 
helping  printers  improve  key  areas  of 
their  business;  Business  Management, 
Sales  and  Marketing,  Operations  and 
Technical.  “The  theme  is  really  about 
leveraging  the  strength  and  expertise 
within  our  own  community  and  shar¬ 
ing  success  stories  \\ath  one  another,” 
Fogarty  noted.  “To  enable  this  eulture 
of  sharing,  we’ll  be  planning  more 
formal  and  informal  social  networking 


HP  AND  DSCOOP  HONOR 
INDUSTRY  VET  WITH 
SCHOLARSHIP  PROGRAM 


H  W  andDscoop  created 

■■■  mjf-  the  Rod  Key  Memorial 
■I  Aai  Scholarship  to  com¬ 

memorate  the  significant  contribu¬ 
tions  Key  made  during  his  career  in 
the  printing  industry.  Rod  Key  passed 
away  suddenly  on  January  20, 2014,  and 
is  survived  by  his  wife,  Patty,  and  his 
son,  Austin.  This  new  scholarship  has 
been  aeated  in  Rod's  memory  and  will 
be  administered  by  EDSF  (Electronic 
Document  Scholarship  Foundation). 

"For  those  in  our  community  who 
had  the  honor  of  meeting  or  working 
with  Rod,  you  understand  the  sense  of 
loss  of  our  dear  friend;  it  is  extremely 
difficult  to  accept,"  said  Christopher 
Petro,chairman,  Dscoop.  "His  com¬ 
mitment  to  Dscoop  was  unending 
and  his  passion  for  our  industry, 
our  organization  and  our  teams  was 
unwavering.  Part  of  the  original  Board 
of  Dscoop,  Rod  previously  served  as 
North  America  Conference  Chair, 
Marketing  Chair  and  led  countless 


other  successful  efforts  in  our  indus¬ 
try.  Rod's  passion  and  love  for  the 
Dscoop  community  personifies  the 
essence  and  strength  of  what  Dscoop 
is  all  about.  His  loss  leaves  a  hole  in 
our  community  that  we  will  never  be 
able  to  fill." 

Jan  Riecher,  vice  president  and 
general  manager,  Americas  Graph¬ 
ics  Solutions  Business,  HP,  said,  "In 
addition  to  what  Rod  brought  to  the 
industry  in  his  various  leadership 
positions  and  his  contributions  as  an 
advisory  board  member  at  Dscoop,  he 
was  also  passionate  about  education. 
Rod  was  an  advisor  for  Arizona  State 
University's  (ASU)  graphic  informa¬ 
tion  technology  program,  which  offers 
students  a  ‘creative,  technological  and 
managerial  understanding  of  graphic 
communication  technology  in  areas 
such  as  web,  print,  photography  and 
multimedia.'  As  such,  we  felt  that  a 
scholarship  in  his  name  at  ASU  was 
the  most  meaningful  way  to  remem- 


activities  than  past  years,  allowing  our 
attendees  to  take  advantage  of  rela¬ 
tionship  building  and  idea  exchange.” 
He  continued,  “At  a  time  when  print 
solutions  providers  around  the  globe 
are  shifting  to  a  model  that  supports 
their  end  customer  in  more  innova¬ 
tive,  creative  ways,  we  realized  that  for 
many  of  our  members,  their  model  of 
doing  business  today  is  different  than 
it  was  five  years  ago,  and  will  most 
likely  change  again  in  the  next  five 
years.  Dscoop  is  taking  steps  to  help 
its  members  be  more  successful  in 
these  changes.”  ■ 

berhim." 

Brenda  Kai,  EDSF  executive  director 
added,  "We  are  proud  to  administer  ■ 
this  scholarship  in  honor  of  one  of 
the  industry’s  talented  leaders.  Rod’s 
legacy  will  truly  live  on  in  the  next 
generation  through  this  scholarship." 

The  Rod  Key  Memorial  Scholar¬ 
ship  will  be  awarded  in  July  2014  to  an 
outstanding  full-time  ASU  student 
committed  to  pursuing  a  career  in  the 
document  management  and  graphic 
communications  marketplace.  To  be 
eligible,  students  must: 

•  Have  an  interest  in  pursuing  a 
career  within  the  Document  Manage¬ 
ment  and  Graphic  Communication 
industry; 

•  Have  a  minimum  3.0  cumulative ' 
GPA  on  a  4.0  scale; 

■  Be  a  full-time  undergraduate 
student  attending  Arizona  State  - 
University  in  the  Graphic  Information 
Technology  Program. 

■  Scholarships  will  be  based  on  a 
conrbination  of:  scholastic  achieve¬ 
ment,  application  essays,  participa¬ 
tion  in  school  activities,  community 
service,  honors  and  organizational 
affiliations,  education  objectives  and 
academic  and  professional  recom¬ 
mendations.  ■ 
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^'starts  2014 
OFF  WITH  A  BAN 


EFI  had  several  major  an¬ 
nouncements  to  start  off 
the  new  year.  The  first 
was  that  the  company 
acquired  shipping  software  de- 
veioper  SmartLinc  Inc. 

SmartLinc  makes  software  that 
optimizes  the  shipping  process  by 
allowing  users  to  select  the  best  car¬ 
rier  for  their  shipments.  The  software 
also  allows  for  automated  integi’ation 
with  other  softw^are  systems.  Print 
MIS/ERP  products  can  automatically 
submit  print  jobs  to  SmartLinc,  which 
then  tracks  shipment  status,  cost  and 
carrier  information,  and  transfers  this 
information  back  to  the  MIS/ERP 
.system  so  users  can  have  a  more  com¬ 
plete  picture  of  expenses,  job  deliveiy 
and  other  essential  metrics. 

“EFI  and  SmartLinc  have  many 
joint  customers  who  will  benefit 
from  further,  streamlined  integration 
betw'een  their  MIS/ERP  and  shipping 
.systems,”  said  Marc  Olin,  COO,  EFI. 
“Acquiring  SmartLinc  also  presents 
opportunities  for  EFI  to  approach 
promising,  adjacent  markets.” 

“EFI  is  the  undisputed  leader  in 
printing  w^orkflow^,  and  the  products 
and  sendee  EFI  offers  reflect  its  pas¬ 
sion  for  customer  success,”  said  Robert 
Silberman,  former  president  and  co- 
owmer  of  SmartLinc.  “SmartLinc  users 
will  benefit  tremendously  from  EFI 
dri\ing  enhancements  to  our  proven 
shipping  software  platform.” 

The  second  big  piece  of  news  fi’om 
EFI  w'as  the  strategic  partnership  the 
company  formed  \vith  Landa  Corp.  for 
the  development  of  a  digital  front  end 
(DFE)  as  part  of  Lauda’s  Nanographic 
Printing  solution.  The  new'  DFE  will 
employ  EFI-developed  Fierj'  technol¬ 


ogy,  and  will  offer  new  functionality 
for  sheetfed  and  webfed  Landa  Nano¬ 
graphic  printing  presses.  “Benny 
Landa  is  a  legend  in  our  industry,  and 
we  are  excited  to  work  with  his  com¬ 
pany  as  its  exclusive  DFE  technology 
provider,”  said  Guy  Gecht,  CEO,  EFI. 
“Landa  Nanographic  Printing  Presses 
have  potential  to  accelerate  the 
migration  of  mainstream  commercial 
printing  and  packaging  to  digital 
printing.  The  Landa  DFE  provides  a 
proven,  ultra-high-speed  and  well- 
integrated  front-end  platform  that 
Landa  customers  wall  require.” 

“Our  unique  Nanographic  Printing 
process  enables  us  to  offer  offset- 
quality  digital  printing  and  a  combi¬ 
nation  of  format  size  and  throughput 
speeds  unprecedented  in  the  graphic 
aits  industrj',”  said  Benny  Landa, 
CEO,  Landa  Corp.  “Reaching  this 
remarkable  and  exciting  goal  requires 
partnering  with  best-in-class  provid¬ 
ers.  That  is  the  reason  we  chose  Fierj' 
technology  and  EFI  as  our  develop¬ 
ment  partner  -  to  deliver  the  highest 
quality  ultra-high-speed  front-end 
platform  to  match  the  quality  and 
performance  of  our  Nanographic 


Printing  Presses.” 

Finally,  EFI  launched  the  latest  ver¬ 
sion  of  its  Digial  StoreFront  software 
product.  Version  7  combines  the  soft¬ 
ware’s  SmaitStore  Builder  interface  with 
advanced  HTML5  tools  for  optimized 
w'eb-to-print  storefront  access  across 
desktop,  tablet  and  mobile  devices. 

“Printing  companies  need  a  power¬ 
ful  online  interface  not  only  to  w'in  new 
business,  but  to  create  greater  customer 
loyalty  through  branding  and  updated 
brow'ser  functionality,”  said  Dave 
Minnick,  director,  Web2Print  product 
solutions  group,  EFI.  “Our  new'  version 
of  EFI  Digital  StoreFront  addresses 
this  critical  need  by  providing  the  most 
compelling,  attractive  and  feature-rich 
web-to-print  and  eCommerce  solution 
in  the  industiy.” 

With  the  new  version,  print  shop 
administrators  can  choose  from  a  vari¬ 
ety  of  pre-built  layouts  and  themes,  as 
w'ell  as  customize  storefronts  using  the 
software’s  SmartStore  Builder.  Admin¬ 
istrators  can  also  perform  advanced 
customization  tasks  wth  direct  HTML 
and  CSS  editing.  The  softw'are  also 
features  a  I'e-designed  interface  for 
improved  ease  of  use.  ■ 
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BY  ED  Z INTEL  AND  NU  YANG 


NEWSPAPERS  THAT 


BY  ENGAGING  WITH  THEIR  AUDIENCES, 
PAPERS  ARE  NOT  ONLY  GENERATING  NEW 
REVENUE,  BUT  GOODWILL,  AS  WELL 


Honorable  Mentions - - - - . 

The  E&P  staff  would  like  to  thank  each  paper  that  sent  us  a  submission  this  year  for 
10  Newspapers  That  Do  It  Right.  Going  through  the  entries,  we  were  impressed  to  read 
about  the  creative  initiatives  taking  place  at  publications  around  the  world.  Every  year  it's  a  challenge 
to  narrow  down  the  list  to  just  10  papers,  but  we  also  want  to  shine  the  spotlight  on  those  papers  that 
didn't  quite  make  the  final  cut  this  time  but  deserve  recognition  for  all  their  achievements. 


They  come  in  all  sizes,  circulation- 
wise;  in  two  forms  of  content, 
paper  and  digital;  and  in  many 
areas  of  focus— local,  regional, 
national  and  international.  They 
are  our  newspapers  and  lately, 
they  have  been  challenged  like 
never  before  to  stay  as  impor¬ 
tant  to  the  world  as  when  the 
first  one  was  printed  (that,  by 
the  way,  is  considered  by  most  to 
be  Germany's  The  Relation,  first 
published  in  1605). 

Newspaper  publishers  today 
know  that  great  content  alone  is 
not  enough  to  keep  their  publi¬ 
cations  thriving.  While  going 
through  the  submissions  for  this 
year’s  10  Newspapers  That  Do  It 
Right,  we  read  stories  about  how 
newspapers  are  transforming 
themselves  into  digital  agen¬ 
cies,  event  organizers,  video 
producers  and  marketing  experts. 
We  learned  that  for  newspa¬ 
pers.  getting  out  and  getting 
involved  in  their  communities  is 
just  as  important  as  successful 
advertising  campaigns  or  award¬ 
winning  investigative  stories. 

Certainly  things  have  changed 
since  the  first  newspaper  was 
printed,  but  the  newspapers 
featured  on  the  following  pages 
are  proof  that  the  industry  is  no 
longer  living  in  the  past,  but  plan¬ 
ning  for  a  future. 


^  Altoona  Mirror,  Altoona,  Pa. 

In  February  2013,  the  Altoona  M/rror  launched 
Headline  Marketing  and  Communication,  its  own 
full-service  creative  agency,  offering  clients  a 
range  of  marketing,  public  relations  and  event 
planning  services.  By  March,  the  agency  was  bill¬ 
ing  clients  and  currently  has  five  core  clients. 
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Chattanooga  Times  Free  Press 

Chattanooga.  Tenn. 


CIRCULATION:  101,355  Sunday;  73,080  daily 


ONE  OF  THE  GREATEST  strengths  of  the  Chattanooga  Times  Free  Press  is 
its  ability  to  generate  innovative  ideas.  Six  years  ago,  the  paper  took  on  the 
challenge  of  presenting  “events  on  steroids”  to  its  community.  It  has  since 
gone  from  zero  event  dollars  to  millions  of  dollars  in  event  revenue  this  past  year. 


The  event  portfolio  includes  two 
bridal  expos  a  year,  a  kids  expo  that 
draws  10,000,  a  two-day  women’s 
event,  a  high-school  spoils  banquet,  a 
boomer  and  senior  expo,  two  readers’ 
choice  awards  dinners,  a  tw'o-day 
Christmas  shopping  event,  and,  coming 
this  year,  a  men’s  expo.  Whether  it’s 
a  100,000-square-foot  expo  or  an 
intimate  private  party,  the  Chattanooga 
Times  Free  Press  is  praised  for  its 
ability  to  create  great  events,  so  much 
so  in  fact  that  in  November  2013,  the 
paper  hosted  the  first  Event  Revenue 
Summit— a  conference  designed  to 
help  newspapers  grow  market  share, 
engage  new  customers  and  generate 
event  revenue.  The  Summit  hosted 
60  attendees  from  across  the  globe, 
including  representatives  from  The 
Dallas  Morning  News,  The  BaJcersfield 
Californian,  The  Seattle  Times,  and 
even  bA'o  “crazy  guys  from  Dublin, 
Ireland,”  according  to  Times  Free 
Press  president  Jason  Taylor.  Tlie 
three-day  conference  featured  a 
kejiiote  speech  by  Taylor,  titled  “Big 
Newspapers,  Big  Markets,  Big  Events.” 
Breakout  sessions  followed,  including 
“Event  101”  topics  such  as  planning, 
promoting,  executing  events,  and 
booking  big-name  celebrities  (some 


of  the  Times  Free  Press’ iaworites  are 
Michael  Phelps,  Venus  and  Serena 
Williams,  Drew  Brees,  Eli  Manning, 
Paula  Deen,  Martha  Stewart  and  Betty 
Vdiite).  The  most-attended  breakout 
session  was  “Securing  Sponsorship 
and  Maintaining  Sponsor  relations: 
The  Key  to  Unlocking  Sponsorship 
Dollars,”  presented  by  Taylor  and 
Leslie  Kaliana,  Times  Free  Press  adver¬ 
tising  director. 

“The  Summit  was  valuable  and  we 
got  a  lot  of  insider  tips  on  organizing 
events,”  said  Savannah  Morning  News 
marketing  director  Stacy  Jennings, 
one  of  the  attendees  at  the  Summit. 
“We  borrowed  some  ideas  that  we’re 
replicating.  Tlie  event  ideas  are  scal¬ 
able,  and  can  be  arranged  quickly.  All 
you  have  to  do  is  really  commit.” 

And,  so,  the  Times  Free  Press  keeps 
doing  events.  Marketing  manager 
Lyndsi  Lane  said  the  paper  puts  on 
about  one  event  a  month  now. 

“We’re  leveraging  our  brand  in 
the  community,  which  helps  to  get 
us  and  advertisers  in  front  of  the 
people,”  Taylor  said.  “It  makes  sense. 
We  want  our  audience  to  know  they 
have  ownership  of  the  paper.  We’re  all 
about  content,  which  brings  reader- 
ship,  which  brings  advertisers.” 


i  Entertainment  is  provided  by  “acro-yo- 
gis”  during  one  of  the  many  events  hosted 
by  the  Chattanooga  Times  Free  Press. 


y  Lu  Shep  Baidwin,  director  of  event  market¬ 
ing  and  educational  services  for  Jones  Media, 
Inc.  (left)  and  Evelyn  Sandlin,  advertising 
director  for  The  Dally  Times,  learned  how 
to  put  on  revenue  generating  events  at  last 
year’s  Event  Revenue  Summit,  hosted  by  the 
Chattanooga  Times  Free  Press.  ^ 


y  The  Daily  Herald,  Chicago 

The  Dally  Herald's  engagement  journalism 
has  created  popular  events,  such  as  Suburban 
Chicago's  Got  Talent  (with  three  sold  out 
shows),  Cook  of  the  Week  challenges.  Fittest 
Loser  (21  contestants  so  far  have  lost  a  total 
of  1,120  pounds),  and  Get  Your  Summer  On 


competition  which  helped  rebuild  a  home  that 
had  been  lost  in  a  fire. 

►  Edmonton  Joumcd, 

Edmonton,  Alberta,  Canada 

The  Edmonton  Journal  launched  Capital 

Ideas  in  July  2012  as  way  to  attract  the 


city's  entrepreneurial  community.  About 
100  people  attend  the  live  Capital  Ideas 
events  every  month  for  a  lunch-and-learn 
in  the  form  of  panel  discussions  with 
entrepreneurs.  Capital  Ideas  now  has  about 
1,500  members  and  continues  to  seek 
partners.  Continued  on  page  56  ► 
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Democrat  and  Chronicle 


Rochester,  NY. 

CIRCULATION;  152,000  Sunday;  97,000  daily 

The  democrat  and  Chronicle  Media  Group  significantly  improved  its 
platforms  and  capabilities  in  2013  and  was  a  pilot  market  for  two  of 
Gannett’s  highest  priority  strategic  initiatives. 


In  Rochester,  the  community’s  soul 
is  found  in  a  history  steeped  in  civil 
justice,  invention,  labor  and  industry. 
ROCRoots,  a  new  initiative  that  cele¬ 
brates  this  history,  has  been  among 
the  most  popular  ideas  the  Democrat 
and  Chronicle  has  introduced. 
ROCRoots.com  is  a  section  that 
features  the  people  and  places  that 
shaped  the  town.  A  before-and-after 
photo  tool,  “Retrofitting  Rochester,” 
lets  visitors  compare  some  of  the  city’s 
historic  places  with  then/now  compar¬ 
isons.  The  paper  has  a  partnership 
with  the  city  historian  on  content  and 
reverse  publishes  stories  in  print  on 
Mondays.  A  calendar  blog  oh  the  site 
showcases  “this  day  in  history”  with  a 
photo  or  video  every  day.  And  readers 
are  submitting  their  own  photos,  some 
dating  back  to  the  1800s. 


RocRoots  has  been  so  popular 
that  the  paper  decided  to  offer  more 
ROCRoots  content  when  it  redesigned 
the  print  edition  of  the  D^C  last 
year.  The  redesign  offers  more  local 
information  and  national  news  by 
maximizing  the  reporting  firepower  of 
the  D^C  and  USA  today,  one  of  four 
Gannett  papers  to  be  redesigned  last 
year. 

“Gannett  is  making  a  huge  commit¬ 
ment  to  shout  from  the  mountain 
tops  of  the  great  things  we’re  doing,” 
said  D^C  editor  Karen  Magnuson. 
“They’re  fresh  opportunities  we  have 
for  digital,  especially  with  mobile.” 

The  D^C  digital  audience 
continues  to  grow  steadily  and  is  by 
far  the  largest  audience  of  any  media 
organization  in  the  area,  according  to 
Magnuson.  The  paper  offers  content 


>  The  Democrat  and  Chronicle  executive 
^  committee:  From  left  to  right,  first  row— 
g  Linda  Baird,  vice  president,  human  resources; 

Traci  Bauer,  vice  president,  digital  strategy 
I  &  development;  Michael  Kane,  president  & 

^  publisher.  From  left  to  right,  second  row— 

I  William  Hart,  vice  president,  finance;  Karen 
o  Magnuson,  editor  &  vice  president/news;  Don 
i  Lemire,  Gannett  East  Group  controller;  Rich 
^  Medeiros,  vice  president/sales.  Not  pictured: 
I  Steve  Simpson,  vice  president,  market 
H  development;  and  Travis  Komidar,  general 
^  manager/operations,  Gannett  Publishing 
j  Services. 

beyond  its  main  news  sites,  producing 
bonus  sections  housed  in  its  Rochester 
Magazine  app.  The  content  is  free 
to  D^C  subscribers  and  includes 
“Roc  the  Year,”  a  colorful  look  back 
at  2013,  as  well  as  the  latest  editions 
of  Rochester  Magazine.  The  D^C 
also  launched  a  comprehensive  public 
service  project,  Unite  Rochester,  an 
effort  by  the  newsroom  and  editorial 
board  to  raise  awareness  about  racial 
inequity  and  build  a  more  inclusive 
community.  A  series  of  special  reports 
was  published,  exposing  racial  discrimi¬ 
nation  and  economic  inequities. 

The  D&C  also  expanded  its  suite  of 
marketing  solutions  for  local  busi¬ 
nesses.  This  included  a  full  suite  of 
digital  marketing  tools  working  with 
Gannett’s  G/0  Digital  team  and  part¬ 
nerships  with  Google  and  Facebook 
to  provide  search  engine  marketing, 
enhanced  social  media  presence, 
website  development,  targeted  email 
campaigns  and  retargeted  display 
campaigns. 

Magnuson  said  she  learned  a  lot 
from  working  with  USA  Today  last 
year,  enough  to  pass  along  a  few 
tips:  “First,  listen  to  your  audiences 
and  study  their  behaviors.  All  plan¬ 
ning  and  strategy  needs  to  revolve 
around  those  findings.  Second, 
determine  measurements  for  success 
and  monitor  them  closely.  Third,  be 
flexible  and  be  willing  to  kill  ideas 
that  aren’t  working.  Trj'  new  things  to 
break  new  ground.” 
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Thank  you  for  driving  our  vision! 


>  Left,  Des  Moines  Reg¬ 
ister  sports  writer  Rick 
Brown  taiks  about  iowa 
University  basketbaii 
during  the  Hawk  Central 
Hoops  show  produced 
by  the  Des  Moines 
Register  in  its  new 
state-of-the-art  video 
studio.  Giving  direction 
(foreground)  is  Register 
senior  multimedia 
producer  Rodney  White. 
Below,  White  works  the 
controls  in  the  studio. 


the  credit.” 

The  Register’s  video  studio’s  poten¬ 
tial  extends  far  beyond  the  newsroom. 
The  studio  offers  Register  advertising 
clients  a  new  medium  as  well.  This 
year,  the  Register  will  begin  to  shoot 
commercials  for  its  clients,  pre-roll 
clips  for  videos  airing  on  the  Register 
site  or  even  just  videos  for  clients  to 
tout  on  their  own  website. 

The  Register  is  also  exploring 
pairing  the  produced  shows  with 
advertising  clients  who  have  expressed 
interest  in  sponsoring  them.  As  tech¬ 
nology  such  as  the  ChromeCast  and 
Apple  TVs  become  more  common¬ 
place  in  U.S.  households,  the  new 
video  studio  positions  the  Register  to 
be  able  to  live  stream  videos  directly 
into  readers’  living  rooms,  offers 
on-demand  videos  on  key  passion 
topics  for  its  audience,  as  well  as  new 
services  and  opportunities  to  its  adver¬ 
tising  clients. 

“My  philosophy  as  a  publisher  is 
that  content  comes  first,”  Green  said. 
“Give  me  great  content  and  then  let 
me  tell  you  how  to  best  deliver  it.” 


Des  Moines  Register 

Des  Moines,  Iowa 

CIRCULATION:  161,184  Sunday;  89,685  daily 


WHEN  THE  Des  Moines  Register  decided  to  move  into  a  new  building, 
the  editors  and  publisher  Rick  Green  realized  they  had  a  unique 
opportunity  that  few  newspapers  have.  The  Register  was  looking 
to  move  forward.  But  not  just  to  what  the  paper  needed  for  2014  or  2015.  The 
Register  wanted  a  newsroom  of  the  future  and  it  was  more  than  about  desks  and 
TV  screens.  It  was  about  developing  a  place  where  the  newspaper  could  grow 
and  develop  into  a  new  medium.  It  needed  a  full-service  video  studio. 


Since  the  move-in  last  June,  the 
Register’s  video  studio  has  grown  into 
a  storytelling  and  reader-educating 
device.  From  introducing  i?egisiter 
investigations  to  the  latest  scoop  on 
the  Iowa  Hawkeyes  football  game  and 
the  talk  of  the  towm  in  the  local  busi¬ 
ness  community.  Register  reporters, 
editors  and  videographers  are  step¬ 
ping  on  camera  and  talking  directly  to 
readers.  Using  the  studio  technology, 
the  Register  has  informed  readers 
about  the  key  parts  of  the  Affordable 
Care  Act,  hosted  an  interview  with 
potential  presidential  candidate  Rick 
Perry,  analyzed  Iowa  Poll  numbers  on 
the  2016  election,  explained  an  inves¬ 
tigation  into  the  sometimes  deadly 
Taser  use  by  Iowa  police  and  walked 
readers  through  what  led  to  the 
closing  of  a  home  for  Iowa  juveniles, 
among  others. 


In  five  months,  the  Register 
produced  more  than  120  videos 
within  10  branded  shows,  which  has 
generated  more  than  48,000  video 
views.  In  lighter  news  topics,  sports 
reporters  have  broken  down  the  key 
developments  of  the  state’s  two  top 
college  football  and  basketball  teams, 
analyzed  high  school  football  action, 
done  live  intendews  with  college 
wrestling  coaches,  and  even  made 
holiday  desserts  in  the  studio  as  part 
of  weekly  produced  shows.  And  it’s 
just  the  beginning.  The  Register  is 
looking  to  expand  into  shows  on  other 
news  topics,  including  entertainment, 
a  Reader’s  Watchdog  segment  and  a 
local  tech  start-up  conversation. 

All  of  this  has  sho^vn  the  Register  to 
be  “more  assertive  in  engagement  vyith 
our  audience,”  Green  said.  “We  have 
a  great  team  here  and  they  deserve  all 
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The  Des  Moines  Register  is  committed  to  giving  our  readers  and  advertisers  more. 

More  local  reporting,  more  digital  content,  more  national  news  and  more  ways  to  grow 
their  business.  With  the  launch  of  new  mobile  apps,  we  are  engaging  with  readers  in  Iowa 
and  around  the  world  like  never  before  with  more  photos  and  video,  live  video  reports  on 
breaking  news  and  curated  video  shows.  We're  delivering  the  news  Iowa  depends  upon  - 
any  way  our  readers  want  it. 

See  all  we  are  doing  at  DesMoinesRegister.com  or  download  one  of  our  new 
apps  at  DesMoinesReglster.com/download. 
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DO  IT  RIGHT 


f 


Journal  Star 

Peoria,  111. 

CIRCULATION:  69,000  Sunday;  55,000  daily 


Last  may,  the  Journal  Star  launched  a  new  series  of  monthly  special 
sections  called  Extra.  The  section  generated  $75,000  per  month  in 
new  circulation  and  advertising  revenue,  producing  some  of  their  best 
non-daily  content  written  by  staff  members.  Extra  is  inserted  in  the  last  Sunday 
paper  of  each  month. 


Currently,  topics  have  included 
Historic  Flood,  coverage  of  the  recent 
flooding  in  April  that  also  shared 
dramatic  personal  stories  and  pro¬ 
vided  information  for  victims;  Illinois 
Travel,  a  section  focused  on  popular 
tourist  locations  throughout  the  state; 
lOO-Year-Old  Business,  a  profile  of 
17  of  the  50-plus  businesses  in  the 
region  that  are  100  years  old  or  older; 
Caterpillar,  a  section  focused  on  the 
construction  and  mining  equipment 


company  headquartered  in  Peoria; 
and  Jim  Thome,  a  celebration  of  the 
Peoria  native  and  baseball  player’s 
Hall  of  Fame  career. 

Subscribers  are  charged  a  monthly 
$2  fee  for  Extra,  which  range  from  24 
to  48  pages  per  issue.  Communication 
regarding  the  premium  edition 
was  channeled  through  direct  mail, 
notification  of  subscriber  renewal 
statements  as  well  as  the  creation  of  a 
specific  URL  to  outline  the  content  of 


►  Erie  Times-Neivs,  Erie,  Pa. 

In  2013,  the  Erie  Times-News  and  GoErie. 
com  created  a  multimedia  branding  campaign 
focused  on  their  local  roots  and  on  the  staff 
creating  the  content.  The  campaign,  titled 
"In  the  Community,”  showcased  12  of  the 
employees  responsible  for  producing  and 
creating  each  day’s  product. 


y  Honolulu  Star-Advertiser 
Honolulu,  Hawaii 

The  Honolulu  Star- Advertiser  launched  a 
keyword  program  to  merge  old-school  print 
classified  advertisers  to  reach  potential  digital 
customers.  The  first  phase  targeted  Hawaii 
real  estate  agents  to  potential  homebuyers 
in  the  Open  House  Guide  Keyword  Program, 


►  Project  designer  Chris  Grimm  (center)  talks 
with  other  Journal  Star  editors  and  writers  as 
they  plan  the  next  monthly  Extra  edition. 


the  Extra  editions  as  well  as  a  calendar 
of  topics.  Executive  editor  Dennis 
Anderson  said  at  first  there  was  some 
pushback  from  readers  on  the  addi¬ 
tional  fee,  but  it  only  made  them  work 
harder  to  create  top  quality  content  for 
each  section. 

“Once  reader  saw  the  sections,  there 
hasn’t  been  any  pushback,”  he  said. 
“Feedback  has  been  very  good  and 
positive.” 

Anderson  added,  “This  project’s 
success  is  the  result  of  all  departments 
working  together,  especially  consumer 
sales  and  marketing  director  Norb 
Gray’s  circulation  department.” 

The  premium  edition  is  also  included 
in  all  single-copy  papers  with  no  addi¬ 
tional  charge.  To  create  more  value,  the 
edition  is  sold  as  a  standalone  single¬ 
copy  product  priced  at  $2.75.  Anderson 
said  while  retail  sales  are  relatively  low, 
the  approach  has  helped  place  extra 
value  on  the  product  from  a  consumer’s 
perspective. 

Future  Extra  sections  include  a 
look  back  of  photos  in  2013;  personal 
finance;  Ethnic  Peoria,  focusing  on  the 
diverse  cultures  in  the  commimity;  and 
another  100-Year-Old  Business  section. 

“For  these  Extra  editions  to  be 
successful,  the  content,  and  the 
packaging  of  it,  must  be  first-rate,” 
Anderson  said.  “This  cannot  look  like 
any  other  regular  special  section  that  a 
newspaper  might  publish.  It  has  to  be 
unique.” 


launching  in  the  printed  Sunday  edition  to 
capitalize  on  the  broad  readership.  It  became 
such  a  great  success  that  It  was  expanded  to 
target  other  audience  groups  including  those 
readers  seeking  employment,  automobile  and 
retail  ads. 


Continued  on  page  62  ► 
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No  Sweat,  York 

No  Sweat,  York  is  a  community-focused 
health  and  wellness  initiative  started 
by  the  York  Daily  Record  staff  as  a  blog. 
The  collaborative  nature  of  the  blog  soon 
became  a  movement  and  soon  became  a 
community  force.  Read  more  at 
www.yorkblog.com/nosweat/ 


NewsVroom 

The  NewsVroom  is  a  community  classroom 
on  wheels  that  provides  a  hands-on 
experience  for  the  people  of  York  County 
to  better  understand  new  tools  and 
technology.  The  NewsVroom  has  appeared 
at  football  games,  fairs,  public  libraries  and 
just  about  anywhere  else  it  can  park.  Read 
more  at  www.yorkblog.com/newsvroom/ 


YORK  DAILY  RE(X)R1) 


www.ydr.com 


LEARN  HOWTO  MAKE  YOUR  OWN  NEWSVROOM 


www.digitalfirstmedia.com 


NEWSPAPERS  THAT 

DO  IT  RIGHT 


La  Presse,  Ltee 

Montreal,  Quebec,  Canada 

CIRCULATION:  250,537  Saturday;  203,343  daily 


After  three  years  of  research  and  development  and  a  Canadian 
$40-million  investment,  La  Presse,  Canada’s  French-language  news¬ 
paper  of  record,  launched  La  Presse+,  a  free-subscription  digital  edition 
for  iPad,  in  April  2013.  La  Presse+  delivers  the  most  comprehensive  news  and 
information  experience  ever  from  Quebec’s  largest  newsroom,  according  to 
president  and  publisher  Guy  Crevier. 


>  La  Presse  president  and  publisher  Guy  Crevier  said  that  with  the  way  revenues  have  been 
shrinking  in  the  newspaper  Industry  for  the  last  several  years,  spending  $40  million  to  launch 
La  Presses  was  “worth  the  risk  compared  to  the  alternative  of  doing  nothing.” 


La  Presse+  brings  subscribers  the 
news  in  an  intuitive,  interactive  and 
user-friendly  media  environment  that 
blends  the  best  of  print,  web,  mobile 
and  video.  Delivered  to  users  daily 
before  5:30  a.m.,  seven  days  a  week. 
La  Presses-  provides  enriched  interac¬ 
tive  versions  of  all  editorial  content 
available  in  the  paper  edition  of  La 
Presse,  along  with  a  broad  array  of 
exclusive  multimedia  content.  Besides 
the  daily  morning  edition.  La  Presse+ 
also  enables  users  to  stay  on  top  of 
current  affairs  with  a  function  dedi¬ 
cated  to  breaking  news. 

Crevier  predicts  this  new  digital 
edition  is  destined  to  become  the  new 
flagship  oiLaPresse’s  news  and  infor¬ 


mation  ecosystem  (digital  edition, 
mobile  applications,  web,  prinQ.  La 
Presse,  based  in  Montreal,  is  known 
for  its  distinctive,  rich  and  diversified 
coverage  of  news  and  current  events. 
Recipient  of  numerous  awards  for  the 
quality  of  its  content  and  design.  La 
Presse  is  also  known  for  its  in-depth 
series  and  special  reports,  as  well 
as  for  the  large  amount  of  space  it 
devotes  to  discussion  and  debate. 

Crevier  believes  that  news  available 
free  of  charge  on  digital  platforms  is 
now  well  entrenched  in  digital  news 
and  information  consumption  habits, 
and  an  irreversible  phenomenon.  In 
2010,  he  said  La  Presse  mapped  out  a 
future  vision  built  around  a  new  digital 


*  There  are  some  400,000  subscribers  to 
La  Presse+,  La  Presse’s  free-subscription 
digital  edition  for  iPad,  launched  last  year. 


edition  for  tablets.  The  objective  was 
clear  from  the  start:  create  a  new 
digital  medium  that  fully  leverages  the 
multifunctional  capabilities  of  the  iPad 
while  maintaining  La  Presse  newspa¬ 
per’s  DNA  in  terms  of  content  quality, 
design  and  storytelling  richness.  This 
new  medium  had  to  be  user-friendly 
and  intuitive  enough  to  win  over 
traditional  newspaper  readers,  while  . 
offering  sufficient  attractiveness  and 
interactivity  to  appeal  to  young  adults 
of  the  digital  generation. 

La  Presses-  now  has  400,000 
subscribers,  gaining  60,000  new 
subscribers  last  December  alone. 
Crevier  said  125,000  tablets  open  to  La 
Presse+  daily  and  the  average  length  of 
time  it  stays  open  to  the  edition  is  36 
minutes,  65  minutes  on  Saturday. 

“The  technology  was  there  with 
the  iPad  and  we  did  all  of  our 
research  and  came  to  the  conclu¬ 
sion  that  though  this  was  going  to  be 
expensive,  the  risk  of  doing  nothing, 
the  way  newspapers  are  going,  was 
not  worth  it,”  Crevier  said.  “We’re 
very  creative  and  analytical  here 
and  we  found  out  what  our  readers, 
particularly  the  younger  generation, 
wanted  and  this  was  it.” 
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Honolulu  Star-Advertiser  reaches  7  out  of  10  Oahu  adults  and  ranks  in  the 
top  10  for  highest  market  penetration  in  print/online  reach  among  other  U.S 
newspapers.'  Honolulu  Star-Advertiser  also  ranks  in  the  top  20  for  largest 
circulation  among  U.S.  daily  newspapers." 


2013  Accolades 


E&P  Publisher  of  the  Year  -  Dennis  Francis 
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Quad-City  Times 

Davenport,  Iowa 

CIRCULATION:  49,900  Sunday;  40,657  dally 

SEVEN  YEARS  AGO,  the  Quad-City  Times  created  a  database  of  opted-in 
emails  collected  through  contests  and  online  daily  deals.  Since  then,  the 
paper  has  grown  its  contest  database  to  more  than  80,000  emails  and 
deals  database  to  nearly  50,000  emails.  Currently,  there  are  multiple  email  data¬ 
bases  collected  from  contests,  deals,  breaking  news,  weather  updates,  morning 
headlines,  afternoon  updates  and  the  business  journal. 


Get  It  Today,  the  Times’  deals 
program,  started  in  August  2010  and 
has  generated  $2.2  million  to  date. 
Deals  offered  include  gift  cards  and 
services  that  are  marked  at  least  50 
percent  off.  A  team  of  15  retail  sales 
representatives  turn  the  deals  in  to 
be  reviewed  weekly  by  a  deals  board 
consisting  of  the  digital  advertising 
director,  the  general  manager  and  the 
publisher. 

According  to  digital  advertising 


director  Katie  Wilson,  due  to  the  deals’ 
success,  the  paper  has  managed  to  keep 
competitors  like  Groupon  out  of  the 
market. 

“We  came  in  at  a  good  time  and 
held  our  ground,”  she  said,  adding  that 
having  a  large  database  already  in  place 
was  a  big  advantage. 

Wilson  said  sponsorships  opportuni¬ 
ties  are  also  available  including  in  all  of 
the  Times’  newsletters. 

“Sponsored  positions  are  an  easy  way 


>  Top  photo:  The  Quad-City  Times  digital 
team.  Back  row  (left  to  right):  Galen  Ryan, 
Dave  Seran,  Ben  Hrncirik,  Joe  Kelley,  Brian 
Williams;  middle  row  (left  to  right):  Jacque¬ 
lyn  O’Briant,  Brad  Richmond,  Alissa  Langford, 
Rachel  Bowling;  front:  Katie  Wilson.  Bottom 
left:  A  scene  from  the  newsroom.  Bottom 
right:  Sales  reps  at  work. 

for  newspapers  of  any  size  to  imple¬ 
ment  and  generate  revenue  consis¬ 
tently,  and  for  businesses  to  remain 
top  of  mind  to  an  engaged  audience,” 
digital  sales  specialist  Alissa  Langford 
said.  “The  more  emails  a  newspaper 
has  in  its  database,  the  more  valuable 
that  list  is  to  local  businesses  and  news¬ 
papers  sell  access  to  use  the  list.” 

In  2012,  the  TiTnes  also  partnered 
with  a  local  television  station  to  grow 
the  deals  program  and  give  more  value 
to  businesses. 

“The  quality  of  the  email  database, 
in  addition  to  the  quality  of  the  deals 
and  contests  that  we  promote,  is  key 
to  a  successful  and  trusted  program,” 
Langford  said. 

The  Times  were  also  honored 
recently  with  five  national  awards  in 
the  Second  Street  Awards  for  Best 
Regional  Travel  Deal,  Best  Deals 
Store,  Best  Midsize-Market  Contest 
Program,  Best  Midsize-Market  Deals 
Program  and  Best  Overall  Promotions, 
competing  with  nearly  3,000  media 
partners  across  North  America  and 
Canada- 

Moving  forward,  Wilson  said  the 
paper  will  continue  to  build  its  weather 
database  and  build  an  obituary  data¬ 
base,  where  readers  can  opt-in  to  be 
notified  by  email  when  obituaries  are 
uploaded  online.  There  will  be  spon¬ 
sorship  opportunities  available  with 
that  newsletter  as  well.  Wilson  said 
the  paper  is  also  wants  to  build  texting 
database. 

“Our  motto  has  always  been  that 
we  have  the  audience,  both  print  and 
online,  and  email  is  just  one  more  way 
to  reach  an  audience  and  help  with  the 
success  of  a  business,”  Langford  said. 
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The  Earty  Bird 

Greenville,  Ohio 

CIRCULATION:  28,000  weekly 

Brothers  keith  and  fred 

Foutz  have  demonstrated  a 
continuous  effort  to  increase 
and  highlight  hyper-local  news  and 
have  added  editorial  content/coverage 
and  pages  since  taking  ovmership  of 
The  Early  Bird  in  June  2012. 

Keith  said  the  page  count  is  up  40 
percent  and  up  almost  15  percent 
in  total  revenue  from  the  purchase 
date.  Just  how  have  they  done  it?  By 
going  against  the  grain.  While  most 
newspapers  have  been  cutting  back  in 
recent  years,  The  Early  Bird  has  added 
content  and  staff,  expanding  to  14  full- 
timers  and  20  part-timers.  Police  beat 
coverage  appears  in  both  in  print  and 


k  The  Early  Bird  staff  is  growing  with  14  fuii-timers  and  20  part-timers.  Brother  owners  Keith 
and  Fred  Foutz  are  pictured  seated  in  chairs,  ieft  and  right,  respectiveiy. 


“Congratulations 
Journal  Star 
employees 
on  being 
recognized 
as  one  of  the  10 
newspapers  that 
do  it  right!” 

Ken  Mauser,  Publisher 


EH  Journal  SlarMedi  a 

I  News  Plaza,  ^ 
Peoria,  IL  61643 
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digitally.  The  free  weekly  covers  commissioners  meetings 
and  ribbon  cuttings  in  the  rural  town  of  Greenville,  popula¬ 
tion  12,000.  The  Early  Bird  is  out  in  the  community. 

“We  credit  our  small  but  creative,  enthusiastic  team  of 
hard-working  individuals  that  is  willing  to  not  only  aecept 
change,  but  embrace  it  for  our  success,”  Keith  said.  “One 
of  our  philosophies  is  ‘if  you’re  not  progressing,  then  you’re 
regressing,’  There  is  no  such  thing  as  complacency  in  our 
industry.  We  have  gone  back  to  the  basics  of  true  commu¬ 
nity  journalism.” 

You  don’t  have  to  do  something  exceptional  or  be 
convicted  to  be  recognized  in  The  Early  Bird.  “Obviously, 
both  of  those  are  covered  but  it’s  equally  important  to  focus 
on  positive  news  that  occurs  within  our  communities,” 
Keith  said.  “It  just  takes  a  commitment  to  find  those  situa¬ 
tions.” 

Being  a  weekly  publication.  The  Early  Bird  relies  upon 
its  web  presence  to  keep  its  readers  up  to  date  daily  with 
blogs  of  news,  late  breaking  and  otherwise.  The  paper  has 
added  crossword  puzzles  and  an  editorial  cartoonist.  Keith 
said  he  and  his  brother  have  installed  empowerment  and 
accountability  into  their  small  staff  by  listening  and  imple¬ 
menting  their  suggestions  and  encouraging  and  rewarding 
their  input.  They  share  the  basic  financial  numbers  with 
their  staff  so  when  they  establish  goals  and  conduct 
strategy  sessions,  “everyone  has  a  grasp  on  why  marketing 
and  branding  efforts  are  so  vital  to  our  continued  success.” 

This  small  paper  is  ramping  up  its  use  of  technology,  too, 
for  such  things  as  e-bills  and  email  blasts  that  are  custom¬ 
ized  to  the  customer  level.  Keith  said  he  plans  to  take 
advantage  of  the  local  high  schools  and  provide  students 
with  internships  or  opportunities  to  have  their  journalism 
students  published. 

‘We’ve  been  able  to  transform  the  paper  from  a  shopper 
to  a  newspaper  that  is  respected  and  desired  by  mirroring 
the  communities  we  serve,”  Keith  said.  ‘We’ve  gone  from 
six-digit  losses  that  had  been  consistent  over  the  previous 
five  years  to  actually  showing  a  profit  for  this  past  year.  As 
they  say,  ‘the  proof  is  in  the  pudding.’  ” 


South  Florida 
Sun  Sentinel 

Fort  Lauderdale,  Fla. 

CIRCULATION;  250,000  Sunday;  150,000  daily 

Through  a  series  of  innovative  practices, 
the  Sun  Sentinel  has  seen  an  increase  of  videos 
\’iews  on  the  paper’s  website.  According  to  editor 
Howard  Saltz,  about  22  percent  of  all  website  visitors 
watched  a  video  during  their  visit. 

“This  is  an  unusually  high  percentage,  and  it  is  lucrative 
because  advertisers  embrace  the  opportunity,”  Saltz  said. 

Before  coming  on  as  editor  in  2011,  Saltz  said  the  newsroom 
was  doing  great  things  with  video,  but  the  paper  has  recently 
implemented  some  untraditional  initiatives.  Editors  determine 
^\hat  are  likely  to  be  the  most-trafficked  stories  and  assign 
stories  to  them.  Even  if  a  story  isn’t  the  most  visual,  if  editors 
see  a  high  volume  of  website  traffic  to  the  story,  a  video  will  get 
posted  with  it  Editors  and  producers  also  do  voiceovers  with 
stills.  In  addition,  audio-as-video  producers  receive  audio  from 
a  radio  partner  and  create  a  video  by  sequencing  still  pictures  as 
the  speaker  refers  to  things.  For  example,  online  sports  editor 
Keven  Lemer  takes  audio  from  radio  WQAM  in  Miami  and 
attaches  relevant  photos  and  video  dips  to  create  a  full  video. 


►  The  Jnter-Mountoin,  Elkins,  W.V. 

The  Inter-Mountain  combined  its  semiannual 
dining  and  tourism  guides,  therefore  increasing 
its  return  on  investment  by  triple  percent¬ 
age  points.  It  also  increased  the  frequency 
of  popular  front  page,  full  color  West  Virginia 
University  wrap.  Revenue  skyrocketed  to  more 
than  $30,000  on  the  project.  The  paper  also  en¬ 
hanced  its  struggling  weekly  TV/entertainment 
supplement  by  bundling  political  advertising  into 
the  section  to  boost  revenue. 


►  Missoulion, 

Missoula,  Mont. 

The  Missoullan  redeveloped  its  sales  staff  into 
consultative  advertising  professionals  and  gave 
them  the  tools  to  sell  a  wide  variety  of  products, 
including  bus  signs,  fuel  dispenser  video  ads, 
national  network  online  buys  and  websites.  It 
also  created  a  community  jeans  day  to  allow 
businesses  to  let  their  employees  pay  $5  to 
wear  jeans,  pool  the  funds  and  donate  to  a 
specific  local  non-profit  each  month. 


►  The  Oklahoman, 

Oklahoma  City,  Okla. 

NewsOK.com  is  the  mass-audience  news  and 
information  website  that  has  served  Okla¬ 
homa  since  it  was  launched  as  a  convergence 
site  in  2001.  Since  The  Oklahoman  took  full 
ownership  of  the  site  in  2007,  it  has  contin¬ 
ued  to  grow.  In  2013,  the  content  strategies 
implemented  on  NewsOK  led  to  a  26-percent 
lift  in  page  views  year  over  year.  In  addi¬ 
tion,  unique  visitors  for  The  Oklahoman's 


►  Online  sports  editor  Keven  Lerner  takes 
audio  from  radio  WQAM  In  Miami. 


Video  has  also  impacting  news¬ 
gathering.  “The  breaking  news  team 
aggressively  uses  surveillance  footage 
and  911  calls  as  video,  often  putting 
into  video  form  vvdth  stills  or  B-roll,” 
Saltz  said.  The  Sun  Sentinel  website 
also  live-streams  from  municipal  bond 
court  and  posts  clips  from  the  live 
stream  on  crime  stories. 

The  newsroom  also  acabed  avideo 

:>) . 

subscription-based  digital  products  increased 
by  94  percent  last  year. 

>  Sioux  CityJoumai,  Sioux  City,  iowa 

After  adopting  a  metered  online  content  model, 
Sioux  City  Journal  editors  realized  that  creating 


coordinator  position  ayeai’  ago  transitioning 
former  staff  photographer  Sarah  Dussault 
into  tile  position.  Sahz  said  Dussault  focuses 
on  producing  video  content,  optimizing 
placement,  conducting  training  and 
analyzing  metrics. 

“Our  goal  is  to  create  an  inventory 
of  good  storytelling,”  Saltz  said. 

In  addition  to  making  strides  with 
video,  the  Sun  Sentinel  produced 
four  additional  magazine-like  pages 
per  day  in  their  print  product  to 
justify  subscription  price  increases. 
Saltz  said  market  research  revealed 
that  readers  wanted  more  in-depth 


distinct  digital  and  print  products  would  be 
vital  to  maintaining  readership  and  relevancy. 
They  decided  to  put  a  larger  focus  on  web-only 
content  as  well  as  creating  more  people-first, 
analytical  and  visually  strong  print  products.  The 
result  was  almost  37  million  page  views  in  2013. 


national  and  world  reporting. 

Known  as  enhanced  content,  the 
pages  contain  analytical,  thoughtful, 
magazine-like  stories  from  various 
wore  services  and  sister  papers. 

The  Sun  Sentinel  also  revived  its 
investigative  team  with  three  reporters 
and  two  database  experts.  This  new 
strategy  resulted  in  a  Pulitzer  Prize 
Gold  Medal  for  Public  Sendee  last  year 
for  an  investigation  of  off-duty  police 
officers  who  recklessly  speed  and 
endanger  the  lives  of  citizens.  It  was 
the  paper’s  first  Pulitzer  in  its  102-year 
history. 


>  Star  Tribune,  Minneapolis,  Minn. 

The  Star  Tribune's  Going  Out  smartphone 
app  has  been  downloaded  by  more  than 
10,000  people  across  the  state.  The  app  bring 
the  traditional  arts  and  entertainment  pages 
to  life  with  a  rich  assortment  of  content. 


At  the  TOP  of  our  form 

and  anyone  else's  for  that  matter. 


Are  you  looking  to  hit  the  "digital"  ground  running?  Use  an  industry  leader. 

QCT  Media  Group,  Winner  of  201 3  Second  Street  Awards  in: 

•  Top  Travel  Deal  •  Best  Deals  Program  -  Mid-sized  Market 

•  Top  Deal  Store  •  Best  Contests  Program  -  Mid-sized  Market 

•  Promotion  of  the  Year 

And  NOW  one  of  E&P's 
Top  10  Newspapers  That  Do  It  Right! 

info@qctmediagroup.com  •  563.383.2388  •  toll  free  855.786.6805 
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y  The  Times  and  Starved  Rock  Country  lead¬ 
ership  team:  (left  to  right)  John  A.  Newby, 
Times  publisher  and  Starved  Rock  Country 
founder;  Bill  Jankowski,  account  representa¬ 
tive;  Tom  Sistak,  photo  editor;  Julie  Stroebel 
Barichello,  layout/design;  Matt  Skelly,  brand 
manager;  and  Lonny  Cain,  managing  editor. 
Bottom  photo.  Starved  Rock  Country  hosted 
a  concert  featuring  Native  American  music. 


Illinois,  Starved  Rock  Country  is  “all 
about  collaboration  and  working  with 
everyone  in  the  region  to  create  jobs 
and  promote  new  tourism  opportuni¬ 
ties,”  Newby  said. 

The  centerpiece  of  Starved  Rock 
Country  is  a  profitable  magazine 
launched  in  2012  and  supported  by 
local  chambers,  cities  and  towns, 
tourism  boards  and  other  regional 
government  agencies  as  well  as  adver¬ 
tisers  not  typically  seen  in  a  commu¬ 
nity  newspaper.  The  magazine  is  put 
together  by  current  staff  members. 

A  brand  manager  was  hired  to  do 
marketing  and  sell  ads  in  the  maga¬ 
zine.  It  is  published  quarterly  and  has 
a  distribution  of  25,000. 

Although  the  original  concept  of 
Starved  Rock  Country  was  the  maga¬ 
zine,  the  idea  evolved  to  event  hosting. 
“If  the  magazine  could  bring  in  people. 


The  Times 

Ottawa,  III. 

CIRCULATION:  15,500  (Monday  through  Saturday) 


Described  as  a  “marketing 
nirvana”  by  Times  publisher 
John  Newby,  Starved 
Rock  Country  is  an  extension  of  the 
paper’s  brand,  created  to  promote 
the  community  on  a  regional  level 
and  add  tourism  dollars  to  the  area. 
Named  after  a  popular  state  park  in 


resources  and  services,  allowing  users  to 
browse  museum  listings,  make  dinner  reser¬ 
vations,  read  reviews  and  purchase  tickets. 


a  pet  idol  contest,  coloring  books,  a  Community 
of  Giving  special  insert.  Page  Turner  luncheon, 
gardening  workshops,  cooking  shows  and  a 
Labor  Day  special  section. 


>  The  Times  and  Democrat, 
Orangeburg,  S.C. 

The  Times  and  Democrat  launched  several  non- 
traditional  revenue  initiatives  in  2013,  including 


P  A  C  I  F  I  C<?2»C  OAST 

BUSINESSTIMES 


Chairman  Henry  Dubroff  &  Publisher  Linda  le  Brock 
would  like  to  congratulate  the  Business  Times  team 
on  our  2nd  "10  that  Do  It  Right"  honor. 
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how  could  we  attract  people  and  business?”  Newby  said. 

A  concert  seiies  started  in  2013  with  a  sold  out  and 
standing  room  only  audience  for  a  Brule  concert  featuring 
contemporary  Native  American  music.  This  year,  five 
concerts— including  one  featuring  American  Idol  winner 
David  Cook— are  scheduled  for  the  series.  To  entice  readers 
to  attend,  subscribers  are  offered  special  discounted  prices. 

Other  upcoming  events  include  a  marathon  set  for  May 
that  has  attracted  runners  from  21  states  and  a  golf  tourna¬ 
ment  scheduled  for  June  with  100  people  already  signed- 
up  to  play  along  with  coiporate  sponsorships  already  in 
place.  Newby  expects  to  put  out  12  events  this  year. 

The  paper  also  created  a  new  Starved  Rock  Country 
e-commerce  website  that  prowdes  local  offerings  to  the 
community.  The  site  is  open  to  magazine  advertisers 
and  event  sponsors,  and  wth  each  transaction,  the  paper 
receives  10  percent  of  the  final  sales  price. 

“In  only  one  year.  Starved  Rock  Country  has  blown  past  our 
digital  operation  in  terms  of  revenue  and  will  contribute  at 
least  double  to  the  bottom-line,  rivaling  circulation’s  contribu¬ 
tion  to  the  bottom-line,”  Newby  said. 

Ix)oking  back,  he  said  he  didn’t  anticipate  seeing  this 
kind  of  success  so  early  on.  “We  thought  maybe  in  two  or 
three  years.”  He  anticipates  Stan^ed  Rock  Countrj'  to  also 
surpass  digital  advertising  in  2014. 

“We  believe  that  while  print  is  still  wable— even  if  slowly 
fading— and  digital  is  coming  on  fast,  it  won’t  be  able  to 
replace  the  print  revenue  losses  fast  enough,”  Newby  said. 
“A  tw'o-legged  stool  won’t  stand  long;  it  needs  a  third  leg  to 
assure  stability.” 

>) . . . . • 

►  Tribime-Heview,  Pittsburgh,  Pa. 

For  the  past  six  years,  Trib  Total  Media  has  been  successfui  in 
increasing  paid  print  circuiation.  The  paper's  Sunday  circuia- 
tion  grew  by  10,159-a  5.5  percent  increase  over  2012.  Monday 
through  Friday  circuiation  increased  by  370.  The  paper  has  aiso 
experienced  increased  carriers  subscription  saies  by  engaging 
the  carriers  with  ongoing  saies  promotions.  Another  recent  push 
inciuded  providing  seven  daiiy  editions  of  an  exact  digitai  repiica 
iaunched  in  2013. 

>  Pacific  Coast  Business  Times, 

Santa  Barbara,  Calif. 

As  a  small  independent  weekly  with  limited  resources,  the  Pa¬ 
cific  Coast  Business  Times  transitioned  into  digital  by  launching  a 
fully-responsive,  browser-based  website  versus  a  tablet  app.  The 
paper  built  its  own  proprietary  pay  wall,  connecting  with  open-source 
content  management  system  WordPress  and  its  print  circulation 
database.  As  a  result,  the  paper's  circulation  continues  to  increase 
year-over-year  in  double-digits.  ■ 


York  Daily  Record/ 
Sunday  News 

York,  Pa. 

CIRCULATION:  58,659,  Sunday;  30,636  dally 

IN  2012,  the  Yol'k  Daily  Record  put  their  newsroom 
into  drive  by  creating  the  NewsVroom,  a  mobile  media 
lap  equipped  with  laptops,  iPads  and  smartphones.  To 


*  Students  from  2013  YDR  Journalism  seminar  learn  about 
GametimePA.com  and  Newsvroom  at  York  Dally  Record. 


Sun  Sentinel 
continues  to  evolve 


By  recreating  the  investigative  team  to  get  you  stories  that 
matter  and  by  developing  innovative  ways  to  get  important 
videos,  we're  able  to  better  serve  our  local  audience  and 
advertisers. 

Congratulations  to  the  Sun  Sentinel  for  being  named  one 
of  the  top  10  newspapers  that  do  it  right! 
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do  that,  the  paper  converted  one  of  its 
delivery  vans  and  thanks  to  sponsors, 
they  were  able  to  cover  the  cost  of 
wrapping  the  van  in  a  NewsVroom 
graphic  designed  by  a  newsroom 
artist.  In  addition  to  the  technology 
equipment,  the  van  also  carries  tables, 
chairs  and  pop-up  tents. 

At  least  twice  a  week,  volunteers  from 
the  editorial,  advertising  and  circulation 
departments  take  the  NewsVroom  out 
to  community  events. 

“The  point  is  not  to  sell  products 
while  we’re  out  there,  but  to  have  face 
time  with  the  community,”  managing 
editor  Randy  Parker  said.  “We  want 
to  put  an  iPad  or  smartphone  in 
their  hands  and  encourage  them  to 
dowmload  our  apps...this  is  more  of  an 
educational  project.” 

One  of  the  success  stories  of  the 
NewsVroom  is  No  Sweat,  York.  Inspired 
by  a  seven-part  series  printed  in  2011,  Fat 
Battleground:  Obesity  in  York  County, 
the  p^5er  brought  No  Svs'eat  in  the  Park 
into  the  community  with  the  NewsVroom 
van  in  tow.  Since  the  event  launched  in 
May,  hundreds  of  readers  have  attended 
Zumba  classes,  a  fitness  boot  camp,  j'oga 
workshops  and  a  Body  Combat  class. 

Tlie  No  Sweat,  York  blog  was  also 
created.  Advertising,  circulation  and 
the  newsroom  worked  together  to 
populate  the  blog  -with  healthy  recipes, 
exercise  tips  and  personal  stories.  The 
paper  also  reaches  out  to  local  hospi¬ 
tals,  doctors  and  fitness  professionals 
for  articles  and  videos. 


“This  summer,  we  grew  reader- 
ship  on  our  blog,  we  collected  email 
addresses  for  our  newsletter  and  we 
promoted  good  exercise  habits  in  our 
readers,”  niche  publications  editor 
April  Trotter  said.  “More  than  1,000 
people  burned  calories  that  might  not 
have  otherwise.” 

With  six  apps  and  an  eBook  in  the 
market,  Trotter  said  they  have  plenty 
to  show  off.  “We  teach  groups  how 
to  take  better  photos  of  their  events, 
and  we  show  them  how  to  share  those 
pictures  across  our  platforms,”  she 
said.  ‘We  let  them  use  our  smart¬ 
phones  to  experiment  wdth  live 
Tweeting  or  Touting,  and  we  let  them 
use  our  iPads  to  report  on  the  events.” 

Sister  newsrooms  in  Hanover,  Pa. 
and  the  Philadelphia  suburbs  have 
also  adapted  the  NewsVroom  model, 
launching  their  own  mobile  media 
lab  to  take  to  social  gatherings  and 
sporting  events. 

While  on  the  road,  Parker  said  he 
tells  readers,  “The  York  Daily  Record 
is  not  a  newspaper.”  After  he  lets  the 
comment  sink  in,  he  explains,  “The 
newspaper  is  just  one  tool  we  use  to 
serve  the  community.  We  use  the  web. 
We  use  apps.  We  use  the  tablet.” 

Parker  said  right  now  editors 
are  looking  at  ways  to  take  the 
NewsVroom  into  other  counties.  “We 
want  to  expand  our  footprint  and  go 
outside  our  readership... there’s  no  risk 
of  running  out  of  things  to  talk  about 
or  places  to  go.”  ■ 
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i  York  Dally  Record/Sunday  News  employees  (from  left)  Brittany  Wilson,  Lyzz  Jones,  Sarah 
Chain,  April  Trotter,  Randy  Parker,  Samantha  Dellinger  and  Eiieen  Joyce  with  the  NewsVroom. 
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Randy 
Roguski has 

been  named 
business 
editor  of  the 
Fort  Lau¬ 
derdale  (Fla.)  Sun  Sentinel. 
Roguski  has  more  than  30 
years  experience  editing  and 
reporting  at  newspapers  in 
Illinois,  Iowa,  Missouri,  Florida 
and  Ohio.  He  spent  the  past 
17  years  at  the  Plain  Dealer  in 
Cleveland,  where  he  served 
as  its  business  editor  for  six 


i|,  KevenTodd 

has  been 
named 
publisher  of 
Gatehouse 
Media  Dela¬ 
ware.  Todd 
succeeds 
Clarissa  Wil¬ 
liams,  who 
was  named 
publisher  of 
The  State  Journal-Register  in 
Springfield  and  the  Lincoln 
Courier,  both  GateHouse- 
owned  daily  publications  in 
Illinois.  Todd  came  to  Delaware 
after  serving  as  publisher  at 
the  Los  Alamos  Monitor  in 
New  Mexico  since  2009.  His 
newspaper  career  spans  more 
than  three  decades,  Williams 
joined  GateHouse  Media  in 
fall  2012  as  publisher  of  its 
Delaware  Group  and  the  Dover 
(Del.)  Post.  She  succeeds 
Michael  Petrak,  who  served 
as  interim  publisher  while 
continuing  most  of  his  respon¬ 
sibilities  as  vice  president 
of  sales  and  digital  services 
for  GateHouse's  Large  Daily 
Division.  Williams  has  spent 


News. 

Minn. 

Minn. 

Globe. 


Don  Wyatt  has  ioGGn  naniGd  vicG  pi  GsidGiit 
of  iiGws  for  Digital  First  Madia’s  Michigan 
group-  including  the  Oakland  Press,  The 
Macomb  Daily,  the  Morning  Sun  and  affiliat- 
Gd  WGGkly  publications.  Hg  succGGds  Glenn 
Gilbert,  who  retired  in  January.  Wyatt,  who 
recently  served  as  senior  regional  editor  for 
Patch.com  in  Michigan  and  several  states  in 
the  Midwest,  started  his  career  at  the  Lan¬ 
sing  State  Journal  before  joining  The  Detroit 
He  has  led  daily  newsrooms  in  Springfield,  Mo.  and  Duluth, 
and  was  a  senior  editor  at  the  Pioneer  Press  in  St.  Paul, 

He  also  previously  worked  at  USA  Today  and  The  Boston 


Kristine  Shine  has  been  named  president 
of  the  Sa?i  Francisco  Chronicle  and  SFGate. 
com.  Since  2008,  Shine  ser\'ed  as  chief 
revenue  officer  at  POPSUGAR,  a  leading 
digital  lifestyle  brand  for  women.  Shine 
also  sen'ed  as  \'ice  president  of  sales  from 
2008  to  2010,  developing  POPSUGAR’s 
go-to-market  and  sales  strategy'.  Prior  to 
that.  Shine  sen'ed  as  wee  president  of  sales 
at  Spot  Runner  in  2008,  and  as  director 
of  sales  for  Microsoft  from  2004  to  2008. 
Shine  succeeds  former  president  Joanne 
Bradford,  who  left  the  Chronicle  in 
November. 

James  W.  Hopson  has  been  named  interim 
publisher  of  the  Worcester  (Mass.)  Telegram 
eJ  Gazette.  He  succeeds  Bruce  Gaultney, 
who  has  retired.  Hopson  most  recently  was 
interim  publisher  of  the  New  Jersey-based 
Press  of  Atlantic  City.  Prior  to  that,  Hopson 
was  chief  executive  officer  of  ASP  Wesrivard 
LP,  a  publisher  of  community  newspapers 
in  Houston  and  Denver.  Hopson  was  chair¬ 
man  of  Lee  Enterprises’  Capital  Newspa¬ 
pers  and  publisher  of  the  Wiscoi^sin  State 
Journal  in  Madison  from  2000  to  2007- 
He  also  worked  as  president  from  1994 
to  1995  of  Community  Newspaper  Co.,  a 
suburban  Boston  company  that  owmed  and 
operated  dozens  of  Massachusetts  weekly 
and  daily  newspapers.  He  began  his  career 


in  publishing  \\'ith  the  Des  Moines  Register 
and  Ttibune  in  Iowa. 

Steven  B.  Rossi  has 
been  appointed  chief 
operating  officer  for 
I  Digital  First  Media. 

In  his  new  role,  Rossi 
wll  be  responsible 
for  the  company’s 
day-to-day  opera- 
BHi  tions  including  sales. 
He  has  been  an  executive  vice-president  of 
Digital  First  Media  for  the  last  two  years. 
His  previous  positions  include:  executive 
vice  president  and  chief  operating  officer  of 
MediaNews  Group;  chief  financial  officer  of 
Knight  Ridder;  president  of  Knight  Ridder 
newspaper  diwsions;  senior  rice  president 
of  Knight  Ridder  newspapers;  and  execu¬ 
tive  rice-president  and  general  manager  of 
the  Ph  iladelphia  In  quirer  and  Daily  News. 

Donna  Wares  has  been  named  editor  of 
tbe  new  Los  Angeles  Register.  Most  recently, 
she  sen'ed  as  business  editor  of  the  Orange 
County  Register  (Santa  Ana,  Calif.).  She 
has  worked  as  national  weekend  editor  at 
the  Los  Angeles  Times,  managing  editor  at 
Entrepreneur  Media  and  reporter  at  the 
Miami  Herald.  In  addition,  Ron  Sylvester 
\rill  edit  the  weeklies  that  will  cover  Los 
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23  years  in  the  newspaper 
industry, 

♦  Korrie  Wen¬ 
zel  has  been 
named  pub- 

.  Grand  Forks 

succeeding  Mike  Jacobs,  who 
will  retire  March  31,  Most 
recently,  Wenzel  served  as 
publisher  of  the  Daily  Republic 
in  Mitchell,  S,D.,  where  he  has 
been  employed  since  1991,  He 
began  as  a  sports  reporter, 
and  rose  through  the  ranks 
in  the  newsroom,  serving  as 
sports  editor,  assistant  editor 
and  editor.  He  was  a  two-time 
sports  writer  of  the  year  in 
South  Dakota,  Wenzel  was 
promoted  to  publisher  in  2010, 

Randy 
Rickman 

has  been  ap¬ 
pointed  gen¬ 
eral  manager 
of  The  Pueblo 
(Colo,)  Chieftain,  succeeding 
Ray  Stafford,  who  will  continue 
as  executive  editor.  Rickman 
joins  the  newspaper  following 
a  30-year  career  primarily  with 
media  company  Lee  Enter¬ 
prises.  For  the  past  four  years, 
he  served  as  regional  publisher 
in  Montana  for  the  Indepen¬ 
dent  Record  in  Helena  and  the 
Montana  Standard  in  Butte. 
Earlier  in  his  career,  he  served 
in  a  variety  of  advertising  and 
marketing  posts  for  newspa¬ 
per  and  television  stations  in 
Racine,  Wis.;  Rapid  City,  S.D.; 
Albuquerque,  N.M.;  Davenport: 
and  Seattle.  From  2003  through 
2009,  he  was  publisher  of  The 
Sentinel  in  Hanford,  Calif. 


Angeles  County  communities  and  Dan 
Beucke  has  taken  over  as  the  business  edi¬ 
tor  in  Orange  County. 

Mike  McLaughlin 
has  joined  MediaSpan 
as  director  of  sales 
for  the  Southeast  and 
Mid-Atlantic  regions 
of  the  United  States. 
McLaughlin  brings 
more  than  20  years  of 
publishing  industrj' 
experience  vdth  him  to  MediaSpan,  having 
served  in  high-level  account  management 
positions  wth  Autologic  Corporation, 
OpenPages,  Harris&BaseAdew  and  most 
recently,  Saxotech  and  NewsCycle. 

Mike  Semel  has  been  named  local  editor  of 
The  Washin^on  Post.  Rejoined  The  Post  in 
early  2000  from  The  Bergen  Record  in  New 
Jersey,  where  he  was  assistant  managing 
editor  in  charge  of  news  coverage.  He  had 
previously  worked  at  The  Virginian-Pilot 
in  Norfolk  and  some  smaller  papers  in  New 
Jersey.  Since  his  arrival,  Semel  has  been  as¬ 
sistant  Virginia  editor  overseeing  criminal 
justice  coverage,  Virginia  editor,  and  cops/ 
courts  editor,  before  becoming  deputy  local 
editor  in  2011. 

Scott  Monroe  has  been  named  manag¬ 
ing  editor  at  the  Kennebec  Journal  and  the 
Morning  Sentinel  in  Maine.  He  previously 
served  as  interim  managing  editor  with 
both  papers.  Before  that,  Monroe  was  a 
reporter  at  the  Stowe  Reporter  in  Vermont. 

The  Las  Vegas  Review-Journal  has  an¬ 
nounced  a  new  executive  leadership  team 
for  the  company.  Ed  Lasak  has  been  named 
chief  operating  officer  of  Stephens  Media 
and  the  Review-Journal.  Mark  Ficarra 
is  now  chief  revenue  officer  of  Stephens 
Media  and  the  Review-Journal.  Mark  Hin- 
ueber  will  remain  as  the  company’s  general 
counsel  and  human  resources  director.  Ed 
Moss  becomes  publisher  of  the  Review- 
Journal  in  addition  to  his  role  as  president 
and  CEO  of  Stephens  Media  LLC.  Bob 


Brown,  the  newspaper’s  former  publisher, 
has  left  the  company.  Lasak  most  recently 
served  as  senior  vice  president  of  finance 
and  director  of  publishing  operations  for 
the  Press  Enterprise  Co.  in  Riverside,  Calif. 
Before  that,  he  held  senior  executive  posi¬ 
tions  at  the  Pittsburgh  Post-Gazette  and  sev¬ 
eral  Tribune  Co.  newspapers.  Ficarra  most 
recently  served  as  regional  vice  president  of 
sales  and  marketing  for  the  Denver  Post  and 
26  other  newspapers  for  Digital  First  Media 
in  Colorado,  New  Mexico  and  Texas.  Before 
that,  Ficarra  was  vice  president,  sales  and 
marketing  for  U-T San  Diego  (formerly  the 
San  Diego  Union-Tribune). 

Christopher  Mayer  has  stepped  down  as 
publisher  of  the  Boston  Globe  after  nearly 
30  years  at  the  newspaper.  Mayer  had  been 
publisher  of  the  Globe  and  its  websites  since 
2010.  Notably,  he  oversaw  the  Globe’s  on¬ 
line  expansion  through  BostonGlobe.com, 
a  paid  subscription-based  site,  and  Boston, 
com.  Mayer  will  stay  on  as  a  senior  adviser. 

Wilson  Rothman  has  joined  the  Wall 
Street  Journal  as  the  personal  technology 
editor.  In  his  new  role,  he  oversees  product 
reviews,  personal  tech  news  and  coverage 
strategy  for  the  personal  tech  team.  Wilson 
was  previously  ■with  NBCNews.com  where 
he  served  as  a  technology  and  science  edi¬ 
tor.  In  addition,  Geoffrey  Fowler  has  been 
appointed  personal  technology  columnist. 
Previously,  he  sensed  as  the  deputy  technol¬ 
ogy  editor. 

James  Lund  has  been  appointed  vice  presi¬ 
dent,  finance  v^ath  The  Financial  Times.  He 
will  take  on  global  responsibility  for  finan¬ 
cial  performance  management  across  the 
FT  Group.  Lund  also  joins  the  FT  executive 
board  which  oversees  the  company’s  global 
strategy  and  performance.  Lund  has  served 
as  U.K.  finance  director  since  he  joined  the 
FTin  2012.  Prior  to  that,  he  spent  six  years 
at  TalkTalk  PLC,  and  before  that  he  held 
various  finance  roles  at  Centrica  and  British 
Airw'ays. 

Maria  Marron  has  been  named  dean  of  the 
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College  of  Journalism  and  Mass  Communi¬ 
cations  at  the  University  of  Nebraska- Lin¬ 
coln,  effective  June  1.  She  currently  serves 
as  chain\’oman  of  the  Central  Michigan 
University  Department  of  Journalism  in 
Mount  Pleasant,  Mich.  She  \\'ill  succeed  in¬ 
terim  dean  James  O’Hanlon,  who  has  been 
leading  the  college  since  Dean  Gary  Kebbel 
stepped  down  in  June  2012.  Marron  has 
been  chairv'oman  of  the  journalism  depart¬ 
ment  at  Central  Michigan  University  since 
2002.  She  is  editor  of  the  journal  Journal¬ 
ism  and  Mass  Communication  Educator 
and  is  a  former  president  of  the  Association 
of  Schools  of  Journalism  and  Mass  Com¬ 
munication.  She  has  worked  as  a  journalist, 
editor  and  public  relations  professional  in 
Ireland  and  the  United  States  and  held  fac¬ 
ulty  positions  at  Ohio  State  and  Texas  State 
University-San  Marcos. 

Sig  Gissler  has  announced  he  will  retire  as 
Pulitzer  Prizes  administrator  this  summer. 
He  became  the  Pulitzer  administrator  in 
2002.  Prior  to  that,  Gissler  was  editor  of 
The  Milwaukee  Journal  and  a  faculty  mem¬ 
ber  of  the  Columbia  Journalism  School. 

He  continued  to  teach  part-time  after  his 
appointment.  During  his  25  years  wth  the 
Journal,  Gissler  sewed  as  reporter,  editorial 
page  editor  and  associate  editor,  before  be¬ 
coming  editor  in  1985.  In  1993,  Gissler  left 
the  paper  to  become  a  senior  fellow  at  the 
Freedom  Foiaim’s  Media  Studies  Center.  In 
1994',  Gissler  joined  the  faculty  at  Colum¬ 
bia.  In  recent  years,  he  helped  develop  the 
school’s  digital  journalism  progi'am.  In 
1998,  Gissler  was  voted  teacher  of  the  year 
at  the  Journalism  School  and  was  given  a 
Presidential  Teaching  Award  at  Columbia 
in  2002.  He  is  a  member  of  the  American 
Society  of  News  Editors  and  a  former  Pulit¬ 
zer  Prize  juror. 

Robert  Strickley  has  been  named  content 
manager  of  The  Alton  (Ill.)  Telegraph.  Prior 
to  that,  Strickley  was  the  editor  of  the  Ports¬ 
mouth  (Ohio)  Daily  Times.  He  also  worked 
for  a  series  of  weekly  publications  south  of 
Boston. 


Elena  Cherney  has  been  named  Canada 
bureau  chief  and  global  resources  editor 
at  The  Wall  Street  Journal.  Most  recently, 
she  served  as  managing  editor  of  Toronto’s 
Globe  and  Mail.  Before  joining  The  Globe 
and  Mail  in  2007,  Chemey  was  a  business 
correspondent  for  The  Wall  Street  Jounial 
based  in  Toronto.  She  has  also  served  in 
reporting  roles  at  Canadian  papers,  the 
Montreal  Gazette  and  the  National  Post. 

The  Orange  County  (Santa  Ana,  Calif.)  Reg¬ 
ister  has  named  a  new  leadership  team  for 
the  newsroom.  Editor  Ken  Brusic,  along 
\rith  Rebecca  Allen,  deputy  editor  fea¬ 
tures/business;  Terry  Moore,  deputy  editor 
for  digital  and  breaking  news;  and  Brenda 
Shoun,  deputy  editor  for  wsuals  have  left 
the  company.  Rob  Curley,  the  deputy  edi¬ 
tor  who  has  overseen  the  newspaper’s  local 
coverage,  was  named  editor.  Donna  Wares, 
the  paper’s  business  editor,  has  moved  into 
the  newly-created  position  of  managing 
editor.  In  addition,  John  Fabis  was  named 
deputy  editor/operations;  Steve  Green  was 
named  assistant  managing  editor/local; 
Todd  Harmonson  was  named  assistant 
managing  editor/sports;  Helayne  Perrj' 
was  named  assistant  managing  Editor/de¬ 
sign;  Marcia  Prouse  was  named  assistant 
managing  editor/visuals;  and  Jeff  S.  Miller 
will  head  the  features  team. 

Jeff  Moriarty  has  been  named  chief  digital 
and  product  officer  at  Johnston  Press  in  the 
United  Kingdom.  Most  recently,  he  ser\'ed 
as  rice  president  of  digital  products  for 
The  Boston  Globe  and  general  manager  for 
Boston.com.  Andrew'  Perhnutter,  execu¬ 
tive  rice  president  of  Boston  Globe  Media 
Partners,  has  assumed  oversight  of  digital 
business  across  the  company.  Moriarty', 
w'ho  joined  the  Globe  in  2010,  led  a  number 
of  digital  initiatives,  including  the  launch 
of  the  BostonGlobe.com  in  September  2011 
and  the  continued  development  of  Boston, 
com.  Perlmutter  came  to  BGMP  from  The 
New'sw'eek/Daily  Beast  Co.  Before  that,  he 
sen'ed  as  director  of  corporate  strategy'  and 
operations  for  the  Atlantic  Media  Co.  ■ 


Paul  Whelan 

has  been 
appointed 
editor  of 
TimesDis- 
patch.com 
at  the  Richmond  (Va.) 
Times-Dispatch.  He  joined 
the  publication  in  2000  as  a 
page  designer  and  has  held 
numerous  positions  in  the 
newsroom  since  that  time, 
including  Weekend  section 
editor,  deputy  features  editor, 
deputy  presentation  editor 
and  design  team  leader,  Pre¬ 
viously,  Whelan  worked  as  a 
page  designer  and  copy  editor 
at  the  Lynchburg  (Va.)  News  & 
Advance  and  the  Palm  Beach 
Post  in  Florida. 


Derek 
Sinunons 
has  been 
named 
assistant 
managing 
editor  of  visuals  for  the  Min¬ 
neapolis  Star  Tribune.  In  his 
new  role,  Simmons  will  lead 
design  initiatives  across  all 
visual  journalism  in  Star  Tri¬ 
bune  print  and  online  editions, 
mobile  and  tablet  apps,  Vita, 
mn,  StribExpress,  and  Twin 
Cities  Values.  Simmons  rejoins 
Star  Tribune  after  sk  years  as 
deputy  design  director  with 
The  Los  Angeles  Times. 


Michelle 
Bansehas 
been  named 
publisher  of 
the  Colo¬ 
rado  County 
Citizen  (Columbus,  Texas). 
Banse  first  joined  The  Citizen 
in  2003. 


editorandpublisher.com 


MARCH  2014  1  E&P  I  69 


E&V 

EDITORfc^PUBLISHER. 


Stay  ahead  of  the  curve  and  enjoy  Editor  &  Publisherno  matter  where  you  are.  delivers 
the  latest  developments  affecting  the  newspaper  industry,  including  operations,  circulation, 
sales,  editorial,  production  and  administration.  Download  our  iPad  app  and  add  bookmarks, 
zoom  in  and  share  stories  with  co-workers  and  colleagues. 

Download  and  Subsoribe  Now 

Visit  editorandpublisher.com/iPad 


Companies  that  provide  publishing  / 
leaders  products  andlservices  that 
help  save  time,  generate  new  revenue^ 


,  models  and  strengthen  existing  onps/4^^ 


i/4^ 


ICANONI 


Contact:  ^ 

Sales  Ph:  1-800-544-4450  E-mail: 
sales@icanon.com  Website:  newzware.com 

Who  we  are  and  what  we  do  - 

ICANON  is  a  privately  held  company  centrally  lo¬ 
cated  in  the  Northeast  Business  Corridor  near  Phila¬ 
delphia,  Pennsylvania.  Regardless  of  application,  data 
management  is  a  core  competency  with  ICANON 
since  its  formation  in  1990. 

Newzware  is  an  established  legacy  of  circulation, 
advertising,  production,  financial,  editorial  software 
and  professional  service  solutions  for  the  publishing 
industry.  Newspaper  and  media  professionals  rely  on 
timely  and  reliable  processes  to  efficiently  manage 
the  production  and  financial  workflow,  leaving  valu¬ 
able  time  for  creativity  and  thoughtful  management 
of  new  industry  challenges.  Newzware,  as  a  division 
of  ICANON  Associates,  provides  the  software  solu¬ 
tions  to  manage  the  former  and  the  customer  support 
to  assist  with  the  latter.  Newzware  users  obtain  and 
share  information,  manage  their  resources,  generate 
revenue  and  remain  productive  all  within  the  protec¬ 
tive  framework  of  Newzware  Software  Solutions. 
Most  importantly,  our  Newzware  users  develop  a  real 


AJNewzware 

A  Division  of  ICANON 

comfort  in  the  knowledge  that  we  are  there  when  they  need 
us.  Newzware  support  is  unmatched  in  the  industry. 

Benefits  to  you  as  a  Media  Company  - 

The  new  media  publishing  industry  is  a  marvel  of  evolution 
and  we  face  disruptive  changes  that  challenge  traditional  pub¬ 
lishing  methods.  Your  customers  are  getting  their  information 
in  new  ways,  how  will  you  compete? 

Newzware  is  a  cost-effective  evolutionary  platform  that  will 
help  you  produce,  assemble,  deliver  and  profit  from  your  ef¬ 
forts  in  the  modern  publishing  age.  ICANON  believes  that 
you  need  only  invest  in  these  software  tools  one  time.  The 
software  vendor  should  be  stable  and  responsible  for  keeping 
their  product  current  with  technology  advances  and  meeting 
the  demands  of  its  customer  base.  That  is  why  all  Newzware 
Customers  under  Maintenance  Contract  continue  to  receive 
all  Newzware  license  upgrades  at  no  additional  cost. 

Innovations  such  as  web  portals  for  customer  interaction, 
digital  paid  content  management,  integrated  &  optimized 
mapping,  demographic  import  and  export  facilities  and  ex¬ 
pansive  reporting  are  all  internal  features.  Call  us  today  to 
discuss  your  future — 800  544-4450 
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A  week  in  print  and  a  month  online  with 
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Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:  224-366-6949 

E-mail: 

Kristina.Meinig@auditedmedia.com 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri-  I 
tied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members, the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

Show  advertisers  your  local  audience  reach  with  an  AAM  audit.  From  insert  verifica¬ 
tion  to  website  traffic  audits,  AAM's  innovative  audit  services  allow  newspapers  to 
show  potential  buyers  trusted  data  about  their  audiences  and  reach  in  their  distinct 
markets. 

We  offer  an  array  of  products  and  services.  AAM's  Media  Intelligence  Center  is  the 
source  for  media  buyers  to  access  reliable  cross-channel  newspaper  data.This  state- 
of-the-art  database  now  contains  data  for  nearly  2,000  newspapers  that  are  members 
of  AAM  or  the  Certified  Audit  of  Circulations.  AAM's  Consolidated  Media  Report,  or 
CMR,  provides  a  comprehensive  view  across  a  newspaper's  print  and  digital  products. 


Testimonial 

Media  buyers  are  supporting  the  CMR.  Chris  Cope, founder/president  and  CEO  of  ACG- 

Media  and  chairman  of  AAM's  Newspaper  Buyers' Advisory  _ 

Committee  believes  the  CMR  is  a  tool  to  efficiently  evaluate  a 
newspaper's  cross-channel  audience. 

"It's  valuable  to  see  multiple  channels  in  a  single  document  so 
we  have  a  comprehensive  picture  of  what  we're  evaluating," 

Cope  said. "We  can  also  see  where  one  medium  can  comple¬ 
ment  and  enhance  the  effectiveness  of  another.This  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions."  chriscope.cEOofAccMediaand 

chairman  of  the  AAM  Newspaper 

—  Buyers' Advisory  Committee 

Success  Story 

The  Honolulu  Star-Advertiser  released  its  first  CMR  in  201 1  and  continues  to  expand 
its  report  as  its  brand  evolves.The  report  now  includes  a  variety  of  print,  digital  and 
audience  data,  including  readership  charts  that  have  helped  integrate  the  CMR  into 
their  sales  strategies. 

"Initially  the  CMR  gave  us  an  opportunity  to  bring  together  our  products,"said  Dave 
Williams,  vice  president  of  circulation  for  the  Star-Advertiser."Most  importantly,  it  gave 
our  ad  reps  a  credible  report  of  our  product  line  that's  been  audited.  We've  added  a  lot 
of  the  products  in  the  last  year. The  CMR  gives  us  the  flexibility  to  be  able  to  add  those 
in  a  concise  format,  using  the  AAM  brand  to  support  the  quality  of  reporting.  It's  con¬ 
cise.  It's  a  one-stop  shop.  And  it  adds  the  credibility  because  every  number  on  there  is 
audited.  I  think  the  CMR  raises  the  bar  for  us." 


Gannett  Imaging  and  Ad 
Design  Center  (GIADC) 

400  Locust  St.,  Suite  440 
Des  Moines,  lA  50309 
giadcinfo@gannett.com 


Who  We  Are 

The  Gannett  Imaging  and  Ad  Design  Center  is  a  full-service  design  group,  specializing  in  pre-media  serv¬ 
ices  ranging  from  high-end  revenue  generating  advertising  campaigns  to  imaging  and  ad  production  services. 
With  over  400  creative  employees,  we  are  able  to  partner  with  you  unlike  any  other  player  on  the  field.  Our  cus¬ 
tomers  represent  hundreds  of  publications  nationwide  that  demand  the  highest  standards  of  quality. 


Contact: 

Connie  Gallagher,  Business 
Development  Manager 

Email: 

csgallag@gannett.com 
Direct:  515-284-8189 


The  GIADC  is  currently  one  of  the  largest  ad  production  in-sourcing/outsourcing  operations,  producing  on  aver¬ 
age  25,000  ads  per  week  and  over  80,000  images  per  week.The  GIADC  is  doing  work  for  over  80  Gannett  News¬ 
papers,  17  Broadcast  Stations  and  31  non-Gannett  Customers. 

Benefits  to  a  Newspaper 

Outsourcing  production  work  to  GIADC  requires  minimal  or  no  capital  investment.  Insourcing  is  difficult  and  can 
be  costly.  We've  already  laid  that  groundwork  and  gone  through  the  growing  pains.  Now  you  have  the  oppor¬ 
tunity  to  benefit  from  our  experience  and  investment!  GIADC  is  a  partner  that  understands  your  business.  We  can 
contribute  more  than  just  building  ads,  becoming  a  true  extension  of  your  team.  Quality  and  offerings  can  be 
improved  in  most  locations,  helping  you  generate  revenue.  Best  of  all,  you  free  up  your  resources  to  focus  on 
what  you  do  best — SELL. 

Why  Companies  Choose  Us 

Because  we  are  very,  very  good  at  what  we  do.  We  are  based  100%  in  the  US,  with  locations  in  Des  Moines,  lA 
and  Indianapolis,  IN.  All  of  our  work  is  produced  in-house  at  those  two  locations.  Our  management  group  is 
fiercely  committed  to  the  success  of  both  our  own  teams  and  yours.  We  don't  just  think  outside  the  box.  We 
burned  the  box,  and  our  customers  win  big  as  a  result. 

How  We  Are  Different 

The  biggest  advantage  that  we  have  over  our  competition  is  that  we  live  and  breathe  this  business  daily  just 
like  you  do.The  GIADC  interacts  with  thousands  of  sales  reps,  customers  and  Publishers  on  a  daily  basis,  so  we 
understand  your  business.  Our  goal  is  to  allow  you  to  focus  on  your  business  and  not  on  internal  issues  dealing 
with  ad  production  and  design.  We  were  a  media  company  before  we  became  an  insourcer/outsourcer.Our  pri¬ 
mary  business  is  that  of  publishing,  just  like  yours.  We  understand  what  it  takes  to  meet  deadlines  and  keep 
customers  happy.  Do  what  you  do  best  and  outsource  the  rest...to  Gannett! 


I  Testimonial/Current  Clients/Success  Story 
The  World  Company 

'We  had  utilized  the  Photo  Toning  services  at  Gannett  for  a  number  of  years.  When  we  were  looking  for  a  partner 
for  our  Ad  Production,  they  were  the  obvious  candidates.  We  needed  quality  work,  at  a  reduced  cost  and  a  quick 
turnaround.  We  also  had  a  definite  need  for  improved  turnaround  of  our  spec  ads,  and  we  were  wishing  to  keep  the 
work  within  the  U.S.  They  delivered  as  promised  in  each  area.  I  would  highly  recommend  their  services  to  anyone 
considering  outsourcing  their  ad  production. " 


— Ed  Ciambrone,  Production  Manager,  Lawrence  Journal-World 
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Points  Mentioned 


Contact:  Matthew  Larson, 
Director  of  Business 
Development 
Phone:315-294-5735 

Email: 

mcl@our-hometown.com 

Website: 

PointsMentioned.com 


Folks  Flood  Stop  FEMA  Rally 

By  Kevk)  Boyio 


Brook 


Anthony!.  OrottanoorMooa^ 


Company  Profile 

Points  Mentioned  is  a  service  created  by 
Our-Hometown,  Inc,  a  company  that 
has  been  helping  the  newspaper 


industry  for  fifteen  years  by  providing 

turnkey  digital  publishing  solutions  to  Benefits  to  a  newspaper 

community  newspapers.  The  company  Points  Mentioned  is  the  easiest  way  to  create  interactive  maps  for  news  articles, 
has  always  focused  on  making  it  as  The  service  works  through  an  automated  mapping  widget,  which  is  easily 

easy  as  possible  for  the  publisher  to  get  installed  on  any  newspaper  website.  When  a  story  is  first  published,  the  widget 

all  their  print  content  online.  scans  the  page  for  location  information  using  a  natural  language  processing 

For  the  past  year,the  company  has  algorithm.  Once  any  locations  in  the  story  are  identified,  the  widget  creates  a  map 

been  collaborating  with  the  newspaper  with  pins  for  each  point  mentioned.These  "in  story"  maps  first  appear  as  a  small 
industry  to  develop  Points  Mentioned,  a  preview  icon,  which  expand  to  a  full  size,  interactive  map  when  clicked, 

service  that  automatically  creates  maps  This  is  a  three  tier  value  proposition  to  newspapers.  First,  automatically  having  a 

for  news  articles  whenever  a  location  is  map  appear  on  news  articles  will  drive  reader  engagement  and  bring  a  whole 
mentioned  in  a  story.The  company  is  new  dimension  to  your  stories.The  maps  highlight  the  geographic  context  of  the 

quietly  rolling  out  the  service  to  article  and  immediately  answer  the  question, "where's  the  story?'! 

community  news-paper  websites  as  Secondly,  the  data  that  is  collected  can  be  used  by  reporters  for  research  and  to 


part  ofan  open  beta  trial.  I  create  new  interactive  storytelling  tools."Global  maps',' for  example,  can  easily  be 

"Software  is  in  our  DNA,  and  we  were  created  to  display  points  from  many  different  articles,  enabling  readers  to 
raised  on  newspapers',' explains  Matt  discover  local  news  on  a  map. 

Larson,  director  of  business  develop-  And  third,an  innovative  mobile  app  called  "News  Bayou"  will  provide  a  feed  of 


ment  for  Our-Hometown.  Points  geotagged  stories,  enabling  readers  to  discover  hyperlocal  news  about  their 

Mentioned  was  borne  from  this  communities  and  neighborhoods.  Once  launched,  the  app  will  generate  traffic 

combination  and  continues  its  heritage  and  subscription  revenue  for  newspaper  websites  by  directing  mobile  readers  to 

of  supplying  innovative  digital  news  articles  based  on  their  current  location, 

solutions  for  the  industry.  Learn  moreatwww.pointsmentioned.com 
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B&W  Press,  Inc. 

Contact: 

Dan  Kimball  /  Sales 

Phone: 

978-352-6100 

Fax: 

978-352-5955 

E-mail: 

CSR@bwpress.com  or 
Dkimball@bwpress.com 

Website: 

www.bwpress.com 

Who  We  Are 

B  &  W  Press  (privately 
owned, 48  years  in  business) 
is  a  G7  Master  Printer. 
Low-cost  Newspaper  inserts 
with  built-in  envelope  for 
prepaid  subscriptions, 

Direct  mail  formats  for  your 
circulation  prospects/reacti¬ 
vation  programs.  Offer 
advertisers  inserts  with 
direct  response  envelope! 
Printing,  manufacturing, 
mailing  under  one  roof! 


Benefits  to  Newspaper:  4%  to  5%  Response 

There  is  one  bright  spot  in  paid  subscription  solicitation  being  used  by  some  of  the 
most  successful  daily  and  weekly  newspapers  we  work  with.  Recently  many  of  our 
larger  daily  and  smaller  weekly  newspaper  clients  have  called  on  us  to  develop  an 
all-in-one  paid  subscription  insert/mailer  for  this  purpose. 

As  we  manufacture  various  formats  for  different  clients,  we  have  come  to  understand 
the  same  product  can  serve  two  purposes.The  all-in-one  paid  subscription  insert/mailer 
showcases  a  traditional  insert  offer  but  includes  a  postage  paid  return  envelope.The 
right  offer  immediately  closes  the  deal  as  the  customer  can  take  advantage  o^he  offer 
and  mail  their  subscription  payment  in  one  step. 

The  Benefits: The  BRE  is  a  call  to  action 

Typically  the  direct  response  mailer  format  is  run  in  lower  quantities.  Combining  the 
newspaper  insert  fold  format  with  the  mailer  allows  for  a  greater  print  volume  discount. 
The  mailer  can  be  printed,  finished,  addressed,  and  sorted  in-line  as  a  single  production 
step  for  the  best  potential  economy.This  smaller  press  run  can  be  combined  with  the 
newspaper  insert  version,  produced  at  the  same  time  as  a  single  machine  production 
run. Often  times,  a  simple  construction  change  is  made  to  extend  the  flap  to  make  this 
form  a  better-nested  fit  for  the  mechanical  insertion.  Many  customers  use  the  all-in-one 
paid  subscription  insert/mailer  throughout  the  year  and  adjust  the  end  use  or  offer. 

Success  Stories: There  are  many 

Larger  daily  newspapers  and  local  weekly  newspapers  have  embraced  the  all-in-one 
paid  subscription  insert/mailer  model  to  boost  their  subscriber  volume. 

The  Los  Angeles  Newspaper  Group  used  the  all-in-one  paid  subscription  insert/mailer 
to  reach  potential  paid  subscribers  by  inserting  it  into  all  of  the  newsstand  copies.They 
offered  a  Target  gift  card  to  subscribers  opting  to  sign  up  for  the  EX  Pay  option  and 
converted  many  paying  subscribers. 

A  New  York  Newspaper  highlighted  the  TV  Week  weekly  listings  supplement  when 
they  used  the  all-in-one  paid  subscription  insert/mailer  for  an  annual  subscription  offer 
they  did  in  2010. 

The  Eagle-Tribune  in  Massachusetts  used  the  all-in-one  paid  subscription 
insert/mailer  both  as  an  insert  and  as  a  mailer  when  they  offered  an  opportunity  to  enter 
to  win  a  $1,000  grocery  giveaway  at  local  grocery  stores.Their  order  consisted  of  951,000 
pieces,  50,000  of  which  were  constructed  as  mailers. 


For  Information:  Contact  our  Customer  Service 
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web  systems 

manroland  web  systems  Inc. 

800  East  Oak  Hill  Drive, 

Lisle,  IL  60532 

Phone:  (630)  920-5850 
Fax:  (630)  920-5851 
eMail:  denise.lease@ 
manroland-web.com 

Website: 

www.manroland-web.com 


How  you  are  different: 

manroland  web  systems  has  a  repu¬ 
tation  for  excellence,  but  also  take 
into  consideration  the  financial 
needs  and  constraints  of  our  cus¬ 
tomers.  We  are  willing  to  take  no- 
nonsense,  innovative  approaches  to 
installations,  upgrades, and  retrofits, 
allowing  our  customers  to  make  ad¬ 
vances  to  their  operations  without 
interrupting  production,  and  moving 
forward  with  a  custom-made  plan  to 
lessen  the  impact  on  capital  budgets. 


Company  Profile: 

manroland  web  systems,  based  in  Augsburg, Germany  is 
part  of  the  Liibeck-based  Possehl  Group.  Ground-breaking 
technology  and  a  strong  focus  on  service  are  the  princi¬ 
ples  that  guide  manroland  web  systems.  With  our  spec¬ 
trum  of  services  and  a  100%  customer  focus,  we  provide 
the  added  value  that  helps  ensure  its  customers' success. 

A  worldwide  sales  and  service  network  markets  printing 
equipment,  pressroom  products,  software  products, and  workflow  management  systems,  man¬ 
roland  web  systems  has  utilized  the  expertise  of  an  experienced  engineering  team  to  create  in¬ 
novations  in  industrial  digital  four-color  printing  in  the  graphics  industry  and  innovative 
industrial  digital  finishing  equipment  for  publishing  and  commercial  markets. 

Benefits  to  a  Newspaper: 

The  complete  service  spectrum  of  manroland  web  systems  is  one  of  the  broadest  in  the  market, 
print.services  provides  customized  24/7  service  and  maintenance  packages,  plus  integrated 
services  and  training  measures. The  portfolio  includes  a  certified  range  of  pressroom  products 
(printcom.web)  as  well  as  software  products  and  workflow  management  systems  (print.net- 
work).The  company  provides  consultancy  services  covering  all  aspects  of  investment  and  build¬ 
ing  planning,  organization,  management,  systems  engineering,  and  process  optimization. 

Why  companies  choose  you: 

•  Over  150  years  of  engineering  leadership  in  the  newspaper  industry 

•  Reputation  for  the  highest  quality  print  technology  for  newspapers 

•  A  full  portfolio  of  solutions  for  all  levels,  including  cutting-edge  service  and 
automation  packages 

•  Innovative  digital  finishing  products  to  maximize  product  possibilities  for  digital 
newspaper  printing 

•  Consultative  services, for  newspapers  looking  to  either  outsource  their  print 
operations,  or  invest  in  equipment  to  take  on  outsource  work 


AutoConX  Systems 
Contact:  Trisha  Snow 
Phone:  1-888-908-4051 

Email: 

trisha@autoconx.com 

Website: 

www.autoconx.com 


AutoConX' 

SYSTEMS 


Benefits  to  a  Newspaper: 

AutoConX  Systems  can  help  combine  locally  trusted  brand 
(print  publications)  with  ail  the  digital  solutions  dealers 
want  and  need  with  the  feature  rich  platform  which  in¬ 
cludes  Premium  Dealer  Directory  listings,  SMSText  messag¬ 
ing  platform, Toll-free  tracking  phone  tools,  Social  Media 
upsells, Turn-key  Dealer  Responsive  Design  websites,  Re¬ 
verse  publishing  Web  to  Print  tools  and  much  more. 


Company  Profile: 

AutoConX  is  a  complete 
white  label  Automotive 
Vertical  Solution  offering  a 
robust,  yet  affordable  ver¬ 
tical  platform  that  will  put 
publishers  in  the  driver's 
seat  with  local  dealers.The 
entire  system  is  designed 
by,  and  for  print  publish¬ 
ers.  It  is  also  the  digital 
platform  for  its  parent 
company:  Digital  Commu¬ 
nity  Holdings,  Inc. 
(http://www.DCH.com). 


Why  companies  choose  you: 

We  offer  a  complete  Automotive  Vertical  Solution  that  is  designed  by  and  for  print 
publishers.  With  our  multiple  upsells  -  we  give  our  publishers  the  opportunity  to  bun¬ 
dle  their  print  product  with  unique  online  upsells  which  link  their  automotive  vertical 
directly  to  their  print  publication. 

How  you  are  different: 

AutoConX  has  a  dedicated  in-house  Call  Center.  We  do  the  connections  for  you!  Auto¬ 
ConX  understands  how  to  target  our  newspapers  best  customers  using  its  proprietary 
methods  to  develop  data  bases.  Using  our  in-house  Call  Center  -  We  connect  with 
dealers  in  your  market  directly  to  incorporate  their  data  feed  into  the  system  for  you. 
Using  these  resources  will  maximize  your  market  potential  with  more  live  inventory 
data  feeds,  and  a  decreased  time  to  market  which  equals  an  increase  in  revenue  po- 
tential.The  call  center  team  generates  leads  and  passes  qualified  opportunities  to  our 
publishers.This  is  a  FREE  service  provided  to  our  publishers  when  signing  up  with  our 
solution! 


Archive  In  A  Box 

Phone:360-427-6300 
Website:  www.ArchivelnABox.com 


Who  We  Are: 

We  specialize  in  making  digital  copies  (scans)  of 
your  printed  newspapers  and  bound  volume 
archives  which  you  can  store  online  and  access 
from  any  device. 

•  Our  service  includes  everything  —  shipping  & 
logistics,  high  resolution  scanning,  digital 
copies,  hard  drives, and  online  hosting. 

•  We  work  on  your  schedule  and  budget  with  no 
contract  commitment  —  scan  in  batches,  and 
pay-as-you-go. 

•  You  exclusively  own  and  control  the  original 
scans  and  all  copies.  No  partnership  is  required. 


How  will  you  benefit? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Don't  wait  —  begin  your 
digitization  before  you  suffer  a  loss! 

•  Digital  copies  preserve  your  archive,  and 
effectively  nullify  physical  loss. 

•  Your  bound  volume,  loose,  and  microfilm 
materials  can  be  digitized. 

•  Fully  searchable. 

•  Integrate  with  your  existing  PDF  archive. 

Case  studies  and  testimonials 

Please  visit  our  website  for  complete  details: 
www.ArchivelnABox.com 


Llbercus 


E.  Viddal  &  Associates 
Website;  www.libercus.com 
E-mail:  info@libercus.com 


Who  We  Are 

Libercus  was  built  to  address  the  specific  challenges  fac¬ 
ing  the  media  business.  With  our  innovative  implemen¬ 
tation,  support,  and  consumption-based  pricing  models, 
we  WILL  lead  the  industry  forward. 

How  would  a  newspaper  benefit  from  your 
product  or  service? 

Libercus  brings  web  sites,  print  products,  and  e-editions 
to  life.  Generate  ad  revenue  through  profile-based  and 
geo-targeted  ads,  dynamic  and  searchable  electronic  in¬ 
serts,  and  video  with  pre-,  mid-,  and  post-roll  ads,  all  in 
the  context  of  an  electronic  newspaper  replica. 


Why  should  a  newspaper  choose 
your  solution? 

It's  time  to  leave  behind  the  old  ways  of  doing  things: 
complex  software,  separate  systems  for  different  pub¬ 
lishing  platforms,  expensive  on-site  infrastructure.  It's 
time  for  Libercus. 

What  differentiates  you  from 
your  competitors? 

Libercus  combines  the  digital  and  print  production 
process  into  one  cloud-based  system.  All  Libercus 
functions  are  accessible  through  a  web  browser,  re¬ 
ducing  hardware  costs  and  desktop  maintenance. 


Business  Directory 


PuzzleFlow 

25000 Trans-X,  Novi,  Ml  48275 

Contact:  Kern  Kuipers 
Phone:  248-412-8810 
email:  sales@puzzleflow.us 
Website;  ww\A/.puzzleflow.com 

Who  We  Are: 

PuzzleFlov^  Solutions  is  a  rapidly  gro\A/ing  U.S.  based  com¬ 
pany  with  a  novel  approach  to  newspaper  prepress  pro¬ 
duction  -  an  approach  that  focuses  on  speed  and  quality, 
through  the  intelligent  application  of  the  latest  software 
innovations  and  automation  strategies.  We  believe  that 
quality  and  efficiency  are  achieved  by  automating  proce¬ 
dures  like:  image-toning,  ad  and  page  resizing,  problem 
file  fixing,  page  pairing,  ink  optimization,  web-growth  and 
fan-out  compensation,  and  post-production  file  distribu¬ 
tion;  while  making  it  quick  and  easy  for  knowledgeable 
operators  to  review,  verify  and  -  only  when  necessary  -  in¬ 
tervene  in  the  automated  flow  of  electronic  files  through 
the  production  process  to  the  press  and  beyond. 


How  We  Are  Different: 

With  our  own,  continuously  updated  PDF  library  and  ex¬ 
clusive  innovations  like  ad  pre-processing  (designed  to 
reduce  or  eliminate  make-good  credits  and  reprints),  we 
offer  enterprise  solutions  for  large  papers  and  groups  - 
like  Gannett's  national  production  consolidation  -  and 
feature-rich  individual  solutions  for  even  very  small  pa¬ 
pers  -  like  the  Brooklyn  Exponent  in  Brooklyn,  Michigan. 
PuzzleFlow  Solutions  are  kept  up-to-date  through  our 
upgrade  inclusive  support  program,  to  properly  process 
today's  files  and  be  ready  for  tomorrow. 

Benefits  to  a  Newspaper: 

Just  as  automation  and  new  technologies  have  im¬ 
proved  production  speed  and  quality  in  the  press  room, 
the  latest  software  systems  can  increase  production  and 
quality  in  file  creation,  management  and  prepress  pro¬ 
duction.  PuzzleFlow  Solutions  offer  automation  and 
streamlining  of  production  tasks  including  image  ton¬ 
ing,  acquisition  of  ads  and  pages  from  external  sources, 
like  FTP  sites,  and  distribution  of  files  for  placement  and 
output;  automated,  advanced  file  preflighting  and  pre¬ 
fixing  (auto-correction  for  wrong  color  separations,  size, 
position,  rotation,  hairlines,  transparencies,  etc.);  auto¬ 
mated  page  pairing  with  support  for  double-trucks, 
dinkies  and  other  newspaper  requirements;  output 
management,  load  balancing,  post-production  file  dis¬ 
tribution,  archiving,  and  more. 


lUKN  DI5IRIBUIION  CHAl.LkMGtS  INIO 

BUSINESS  OPPORTUNITIES 


Publishers  Circulation  Fulfillment,  Inc.  (PCF) 
Contact;  Sales  Phone:  1-877-723-6668 
E-mail;  sales@pcfcorp.com 
Website;  www.pcfcorp.com 


Company  Profile 

For  30  years,  PCF  has  been  the  proven  leader  in  all  operational  aspects  of  print  distri¬ 
bution  for  some  of  the  country's  major  newspapers.  As  one  of  the  largest  home  delivery 
and  distribution  service  providers  in  the  United  States,  PCF  helps  publications  of  all  sizes 
reduce  costs,  expand  or  maintain  their  delivery  footprint,and  stabilize  service  to  improve 
subscriber  retention.PCF  has  the  unrivaled  depth  of  knowledge  and  expertise  needed  to 
successfully  support  print  distribution  operations  in  today's  ever  changing  landscape. 

With  PCF  as  a  partner,  publishers  can  offload  daily  operational  headaches,  and  refocus 
resources  on  managing  results  and  pursuing  growth. 

Benefits  to  a  newspaper 

PCF  offers  a  broad  range  of  services  and  solutions  to  support  growth  and 
operational  efficiency. 

Delivery  Services  include  a  range  of  scalable,  affordable  delivery  options,  serv¬ 
ing  a  wide  range  of  printed  media  -  including  dailies,  weeklies,  newspapers,  mag¬ 
azines,  free  publications,  Sunday  Select  and  more.  PCF  serves  more  delivery 
options  than  ever,  including  single  copy  and  bulk,  total  market  coverage,  select 
market  coverage,  zoned  delivery,  and  of  course,  traditional  home  delivery. 

Call  1 -877-PCF-6668  to  find  out  more  or  visit  us  at  www.pcfcorp.com 


Reach  Decision  Makers 


Is  Explaining  Your  New-mecdia 
Business  to  Newspaper  Executives 
a  Constant  Challenge? 

Rapid  and  continuous  technology  changes  make  it  tough 
for  publishing  executives  to  keep  current  with  products 
and  services  provided  by  new- media  companies. 

Our  readers  constantly  ask  if  we  would  create  a  directory, 
listing  new-media  companies  and  outlining  how  they  ben¬ 
efit  newspapers. 

Newspaper  industry  decision  makers  are  looking  to  sim¬ 
plify  their  lives,  and  our  new  business  directory  will  help 
publishers  better  understand  the  products  and  services 
you  sell. 

To  advertise  in  E&Ps  Business 
Directory,  please  contact: 

E&P  Sales 
(949)  660-6150,  ext.  214 
sales@editorandpublisher.com 


EetP 

EDlTORtrf  PUBLISHER. 


E&fP  CLASSIFIED  ADVERTISING 

Phone:  800-887-1615  E-mail:  classifieds  aeditorandpublisher.com  Fax:  866-605-2323 


Appraisers  Appraisers 


KAMEN  &  CO.  GROUP  SERVICES  | 

i  ForThose  Who  Demand  Excellence!  ^ 

I  WWW.KAMENGROUP.COM  | 

j!  Follow  us  on  twitter  at  www.twitter.com/kamengroup  | 

S  Customized  User-Friendly  25  Page  Appraisals  &  Business  Plans.  I 

I  The  Leaders  In  Valuing  Publications  -  Newspapers,  Magazines  &  Shoppers  | 
5  New  York  (516)379-2797  •  Email: /nfo@KomenGroup.conj  j 

i  •  Expert  Valuation  Witness  'Acquisitions -Mergers- Sales  i 

I  •  Appraisals  For  All  Print  &  Digital  Media  | 

^  .  Website,  B2B  &  Listing  Co.  Valuations  •  Worldwide  Service  | 

I _ 626  RXR  Plaza,  West  Tower,  6th  Floor,  Uniondale  NY  11 556  ! 


Brokers  Brokers 


KAMEN  &  CO.  GROUP  SERVICES 

www.KamenGroup.com 

We  work  hard  to  bring  the  media  trade  together  on  financially  valuing  &  brokering 
:  sound  deals  across  all  platforms  -  from  print  &  digital  publishing  operations, 

j  large  &  small,  to  broadcast,  the  internet  &  beyond  on  a  global  stage. 


516-379-2797  •  info@KamenGroup.com 


Display  Racks  Display  Racks 


1  Brokers 

Brokers 

Who  can  you  call  for 
accurate  information? 


Wien  Forbes  Magazine  needed  a  media  appraiser  to  judge  the  sale 
of  The  Boston  Globe  to  entrepreneur  John  HeniY,  who  did  it  eall? 

Kevin  Kamcn  of  Kamen  &  Co.  Group  Services 

“Still,  the  Globe  didn’t  lose  all  of  its  value  at  once.  In  2010,  when 
entrepreneur  Aaron  Kushner  canw  calling  only  to  be  turned  away 
by  Times  Co.  management,  a  sale  would  likely  have  fetched  $120 
million  in  the  view  of  media  appraiser  Kevin  Kamen.  ISy  February 
of  this  year,  he’d  adjusted  his  estimate  down  to  $63  million,  just  $7 
million  off  the  actual  price  Henry  paid.  (Kamen  was  similarly  on 
target  in  guessing  how  much  Ti-ibune  Co.  would  sell  Newsday  for; 
Cablevision  CVC  +5.2%  paid  $650  million  for  it  in  2008.)’’ 

—  Jeff  Bercovici,  Forbes  Magazine,  Aug.  3, 2013 

Getting  it  right  matters! 

Considering  selling  your  publieation?  You  should  have  your 
title  financially  valued  correctly  and  listed  for  sale.  Call  or  come 
visit  Kamen  &  Co.  at  our  New  York  office  on  Long  Island  and 
select  the  proven  experts  at  Kamen  Group  to  assist  you. 


info@kamengroup.com  www.kamengroup.com 

^  ^  KAMEN  &  CO.  GROUP  SERVICES^ 

NY  (516)379-2797  •  FL  (727)786-5930  -  FAX  (516)379-3812 
626  RXR  Plaza,  Uniondale,  NY  1 1 556 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consulting*Valuations-Sales"Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 
www.gaugermedia.com 

Advertise  direct 
to  the  industry! 

EDITORC^PUBLISHER. 

Please  tell  them  you  saw  It  in 


Publications  For  Sale  Publications  For  Sale 


"  KAMEN  &  CO.  GROUP  SERVICES 

Central  FL  Parents/Family  Mag,  Small  Flonolulu  Book  Pub.  Co, 
North  Carolina  Weekly  Shopper  &  Auto  Mag,  AZ  Regional  Mag, 
New  Mexico  Newspaper,  SW Florida  Home  Decor/Building  Mag 


516-379-2797  •  info@KamenGroup.com 


FOR  SALE: 

PUBLISHING  IN  PARADISE 

Own  an  island  newspaper  and  start 
living  the  dream  on  St.  John,  U.S.  Virgin 
Islands  —  one  of  the  world's  top  travel 
destinations. The  weekly  Sf.  John 
Trodewinds  newspaper  was  established 
in  1972.  The  community  newspaper 
has  a  paid  circulation  and  loyal 
advertising  clients.  Off-season  is  the 
perfect  transition  time  —  don't  wait 
another  winter  to  live  in  paradise. 

$500,000 

Call  (340)  642-5365  or 
email:  maHnda@tradewinds.vl 


FOR  SALE 

32  year  old,  twice  weekly,  paid 
circulation  newspaper  serving  af¬ 
fluent  New  Mexico  town  in  center 
of  900,000-plus  metro  popula¬ 
tion.  Steady  print  circulation  and 
record  ad  revenues  over  past  5 
years.  Growing  internet  presence 
with  active,  re-designed  website 
generating  revenue. 

Call  (505)238-1217 


PLACE  YOUR  AD  TODAY: 

1-800-887-1615 


editorandpublisher.com 


MARCH  2014  1  K&l'  |  79 


Phone:  800-887-1615 


Custom  Content 


Custom  Content 


Audience  Builders. 

Attract  affluent  readership  and  earn  guaranteed  profits. 


Our  specialty  magazines  will  produce  immediate  results  for  you 
and  your  advertisers.  You  can  be  earning  up  to  70%  ROI 
30  days  from  right  now. 

There  is  no  upfront  investment  and  no  contract  to  sign.  No 
need  to  hire  extra  staff.  No  searching  for  a  reliable  printer. 

•  Intelligently  written,  beautifully  designed  and  fully 
finishedin  brilliant  4  color  printing  on  bright  glossy  paper. 

•  Fully  customizable  to  your  market  with  local  content, 
flexible  page  counts  ana  publishing  schedules. 

Call  or  email  today.  Learn  more  about  this  elegant  and  easy 
solution  to  expanding  your  audience! 


877-329-0S7I  FOXPRIlVT 

info@foxprintservices.com  I 


Your  source 
for  industry 
news  and  views 


Now  Available  on  the  iPad 

Immediate  Delivery  •  Hot  Links  •  Share 


F.OI  lORWPUBLlSHtlK. 


MARCH  2014 


Fax;  866-605-2323 


DON’T  SELL  YOUR  WEB  PRESS 


Until  you  contact 

Newman  International  Web  Press  Sales 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Presses” 

PRESSES  WANTED:  GOSS  COMMUNITY,  URBANITE, 
METRO  &  UNIVERSAL;  HARRIS  V15D,  V25,  V30; 
SOLNA;  KING;  TENSOR;  &  DAUPHIN 

FOR  SALE:  1998  NEWS  KING  UNITS,  $4,000  EACH; 
FOUR  UNIT  GOSS  COMMUNITY,  22  3/4,  WITH  COMPEN¬ 
SATORS,  SIDELAY  AND  RUNNING  CIRCUMFERENTIAL 
REGISTER  ON  ALL  UNITS,  SMALL  IOWA  WEEKLY, 
$12,000! 

NEWMAN  INTERNATIONAL,  LLC. 
(913)638-1040  •  newmanpress@kc.rr.com 


Idled  Equipment  on  Your  Hands? 

Make  the  most  of  it  with  Inland,  a  name 
synonymous  with  trust,  credibility  and 
performance  —  partnering  with  you  to 
provide  the  best  advice  and  world-wide 
marketing  expertise  in  the  industry. 

Phone:  1.913.492.9050 
Email:  Inmc1@inlandnews.com 
Web  site:  www.inlandnews.com 


iMNLAND 

HEWSPAPgi  IMCMIHERYILC 


BUY  •  SELL  •  BROKER  •  APPRAISE  •  CONSULT 


Positions  Wanted  Help  Wanted 


NEWSPAPER  PRESS  MANAGER 
SEEKS  EMPLOYMENT 
I  am  looking  for  new  opportunity.  I 
have  excellent  employment  histo¬ 
ry  and  references.  Master  printer 
with  great  mechanical  skills.  Spe¬ 
cialize  in  color  reproduction  and 
re-training  of  press  crew.  Single 
wide  press  preferred.  Looking  for 
outdoor  lifestyle,  family  atmos¬ 
phere  work  environment,  and  hon¬ 
est  commitment  to  long  term 
members. 

Email: 

masterprinterW  1  @outlook.com 


TO  PLACE  AN  AD,  CALL: 

1-800-887-1615 


GENERAL  MANAGER 

The  Aspen  Daily  News  seeks  a  moti¬ 
vated  soul  with  a  strong  sales  back¬ 
ground  as  general  manager.  We  are  a 
non-chain  paper  so  this  position  es¬ 
sentially  calls  the  shots  and  runs  the 
day-to-day  operations  of  the  organi¬ 
zation.  Duties  include  sales  supervi¬ 
sion  human  resources  management 
finance  and  payroll.  Your  back¬ 
ground  should  also  include  some 
knowledge  of  pressroom  operations 
circulation  and  an  appreciation  for 
hard  news  and  its  separation  from 
advertising.  Ability  to  deal  with  an 
excessively  talented  somewhat  off¬ 
beat  staff  is  essential. 

Send  resume  to 

employment&aspendallynews.com 


edltorandpublisher.com 


Help  Wanted 


Help  Wanted 


Help  Wanted 


Help  Wanted 


AUDIENCE  DEVELOPMENT 
MANAGER 

Western  News  &  Info,  Inc.  Is  seeking  a 
hands-on,  results-oriented  manager 
to  lead  our  circulation  sales  effort  for 
a  group  of  community  newspapers. 
The  Audience  Development  Manager 
will  be  responsible  for  managing  and 
retaining  the  print  and  digital  circula¬ 
tion  base  while  growing  revenues 
and  improving  profitability.  He/She 
will  create  and  manage  the  circula¬ 
tion/marketing  strategy,  own  the  cir¬ 
culation  p/(l)  and  source  mix  for  the 
newspaper,  and  manage  paid  circ¬ 
ulation  delivery. 

5  years  of  circulation  and  3  years  su¬ 
pervisory  experience  required.  Sales 
experience  preferred.  This  is  a  full¬ 
time  position.  In-state  travel  re¬ 
quired.  Excellent  and  comprehensive 
benefits  package.  NSE  EEOE. 

Send  resume  to: 
mflores&westernnews.com 
or  mail  to:  Job  Placement,  WNI, 

1 748  S.  Arizona  Ave., 

Yuma,  AZ  85364 


EDITORfcfPUBLlSHER. 

CLASSIFIEDS 


Advertise  your  business 
or  service  for  as  iow  as 

$35.00 

per  monthl 


For  more  info,  call 

1-800-887-1615 


CIRCULATION  DIRECTOR 

A  family-owned  multi-media  compa¬ 
ny  in  the  Southwest  is  looking  for  a 
Circulation  Director  to  oversee  their 
daily  circulation  distribution  opera¬ 
tions.  This  position  manages  all 
home  delivery,  single  copy  and  alter¬ 
native  delivery  distribution  including 
direct  mail  for  a  daily  newspaper  and 
three  weekly  publications.  Possesses 
strong  personnel  skills  to  manage  cir¬ 
culation  department  employees  and 
maintain  independent  contractor 
agreements  and  relationships.  De¬ 
tailed  understanding  of  print  and  on¬ 
line  audience  behaviors  with  5+ 
years  experience  in  circulation  man¬ 
agement  are  required.  Full  time  man¬ 
agerial  position.  Excellent  benefits. 
NSE  EEOE. 

Send  resumes  to: 
mftores@hrdeptcorp.com 


editorandpublisher.com 


Las  Cruces  Sun  News 
DISTRICT  SALES  MANAGER 
Circulation  Department 
Las  Cruces,  New  Mexico 
Full-Time 

The  Las  Cruces  Sun  News,  a  daily 
newspaper  in  Las  Cruces,  New  Mexi¬ 
co  is  seeking  a  District  Sales  Manager 
to  lead  our  Home  Delivery  Depart¬ 
ment  who  will  be  responsible  for  mo¬ 
tivating,  coaching,  training,  develop¬ 
ing,  and  supervising  a  District  Super¬ 
visor  and  distrirt  runners.  This  posi¬ 
tion's  responsibilities  include  the 
contracting  of  independent  contrac¬ 
tors.  In  addition,  ensuring  the  depart¬ 
ment  meets  all  service,  sales  and  col¬ 
lection  goals,  departmental  stand¬ 
ards  and  procedures  and  other  du¬ 
ties  as  required 
Job  Requirements: 

•  High  school  graduate  or  the 
equivalent  is  required  with  a  college 
degree  preferred. 

•  Previous  experience  in  sales  and/or 
customer  service  or  in  a  print  media 
circulation  department. 

•  Must  possess  excellent  customer 
service.  Interpersonal,  communica¬ 
tion  and  bookkeeping  skills. 

•  Must  be  able  to  work  early  morning 
hours,  have  reliable  transportation,  a 
current  driver's  license,  proof  of 
liability  insurance  and  a  safe  driving 
record. 

Please  apply  be  emailing  your 
resume  to 

cpogorzel@elpasotimes.com 
We  are  an  equal  opportunity  emp¬ 
loyer.  We  recognize  and  appreciate 
the  benefits  of  diversity  in  the  work¬ 
place.  Those  who  share  this  belief  or 
reflect  a  diverse  background  are  en¬ 
couraged  to  apply.  In  addition  to  a 
competitive  salary,  we  offer  excellent 
benefits  to  those  who  qualify  includ¬ 
ing  medical,  dental,  vision,  flexible 
spending  account,  life  insurance, 
401 K,  and  an  opportunity  for  out¬ 
standing  growth  potential.  Our  con¬ 
cern  is  for  the  health  and  safety  of 
our  employees;  therefore  we  offer  a 
smoke-free  work  environment  and 
conduct  pre-employment  drug  test¬ 
ing. 

Due  to  the  large  number  of 
applications  and  resumes  received, 
only  those  chosen  for  further 
consideration  will  be  contacted. 


To  the  industry... 
...by  the  industry! 

E&fP 


Washington  Jewish  Week  an  award¬ 
winning  publication  serving  the 
greater  Washington  DC  area  -  the 
sixth  largest  Jewish  community  in 
North  America  -  Is  seeking  a  dynamic 
editor  to  lead  its  editorial  staff. 

The  newspaper  Is  independently 
owned  and  has  been  in  business 
since  1930.  The  candidate  will  lead  a 
staff  of  six  covering  local  national 
and  international  news  of  interest  to 
the  Jewish  community  in  the  chal¬ 
lenging  and  fast  paced  setting  of  the 
nation's  capital.  The  position  re¬ 
quires  strong  leadership  and  inter¬ 
personal  skills;  community  engage¬ 
ment  and  relationship  building  abili¬ 
ties;  creativity  and  strong  news  de¬ 
velopment  writing  opinion  editing 
and  newspaper  production  skills.  We 
are  looking  for  candidates  with  a  pro¬ 
ven  commitment  to  excellence  and 
an  interest  in  building  a  world  class 
Jewish  newspaper  in  the  Washington 
area. 

Applicants  should  have  a  working  re¬ 
lationship  of  domestic  and  interna¬ 
tional  issues  of  concern  to  the  Jewish 
community  and  experience  with  the 
use  of  social  networking  and  new 
media  trends.  Prior  substantive 
newspaper  experience  is  a  plus. 

We  offer  competitive  salary  and 
benefits  along  with  the  support  of 
an  involved  ownership  group  and 
committed  management  team. 
Inquiring  candidates  should 
submit  a  cover  letter  resume 
appropriate  writing  samples 
compensation  history  and 
references  to: 

publisher@viashingtonjewlshweek.com 


TECHNOLOGY  REPORTERS 

Are  you  interested  in  technology? 
We're  looking  for  great  reporters 
with  solid  news  instincts  and  daily 
newspaper  training  to  deal  with 
some  of  the  most  important  technol¬ 
ogy  issues  of  our  time.  Reporting  is 
the  key  skill  along  with  a  willingness 
to  learn  a  truly  difficult  new  beat. 
You'll  be  talking  on  a  regular  basis 
with  some  of  the  smartest  people  on 
the  planet  developing  interesting 
stories  and  working  alongside  seas¬ 
oned  pros.  Daily  newspaper  training, 
attention  to  detail  and  accuracy  are  a 
must. 
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Publishers,  Stop  Crying 
Over  Spiiied  ink 


By  Sarah  Green 

I’m  waiting  for  all  the  headlines 
about  what  a  great  time  it  is  to 
be  in  the  media  business.  After 
all,  in  a  single  minute,  \aewers  on 
Youl'ube  watch  100  hours  of  wdeo—  a 
233  percent  increase  since  last  year. 
The  number  of  dewces  people  use  to 
“consume  content”  —  the  anodyne 
catchall  term  we  use  to  describe  read¬ 
ing,  watching,  and  listening— is  also 
surging:  a  report  by  Cisco  suggested 
that  by  the  end  of  this  year,  the  world 
would  contain  more  mobile  devices 
than  people,  devices  that  are  increas¬ 
ingly  used  to  find  and  share  informa¬ 
tion  and  less  used  to  make  actual 
phone  calls  to  loved  ones.  Speaking 
of  which,  we  love  content  so  much 
that  we  now  spend  more  time  looking 
at  our  phones  than  at  our  partners. 
Overall,  our  time  spent  taking  in 
information  is  on  the  rise.  In  2010,  the 
average  American  spent  10  hours  and 
46  minutes  a  day  consuming  content; 
by  2013,  that  number  had  risen  to  12 
hours  and  5  minutes. 

And  yet  most  coverage  of  the  media 
industry  is  elegiac— a  lament  for  the 
days  of  print.  So  even  when  the  news 
is  good,  the  headlines  are  bad. 

Take  the  recent  column  by  David 
Carr  in  the  New  York  Times  on  New 
York  magazine,  a  perfect  example  of 
a  needlessly  dismayed  reaction  to  an 
industiy  in  transition.  In  it,  you  learn: 

•  Tliat  New  York  is  changing  from  42 
issues  a  year  to  29  issues  a  year. 

•  That  no  layoffs  are  planned. 

•  That  15  new  people  wall  be  hired  on 
the  digital  side. 

•  That  digital  revenues  have  been 


growang  15  percent  year  over  year,  and 
wall  suipass  print  ad  revenue  in  2014. 

•  That  the  website  gets  9  million 
unique  visitors  per  month  while  the 
print  magazine  has  a  circulation  of 
400,000. 

And  yet  at  the  start  of  his  piece,  Carr 
laments  that  “this  magazine  that  has 
been  at  the  vanguard  of  Manhattan 
publishing  for  almost  five  decades  is 
acknowledging  that  the  cutting  edge  is 
not  necessarily  a  lucrative,  or  sustain¬ 
able  proposition,  at  least  on  the  same 
schedule.” 

I  would  venture  to  suggest  that  per¬ 
haps  the  cutting  edge  is  now  online, 
where  New  York's  w'ebsite  rules  more 
than  just  the  eponjonous  city. 

But  instead,  Carr  treats  the  storj' 
as  if  print’s  primacy  over  digital  is  a 
mathematical  truth,  such  that  when 
print<digital,  the  result=bad.  Using 
w'ords  like  “dreary”  and  ‘lost,”  Can- 
laments  New  York’s  “retreat”  as  “the 
end  of  an  era,”  confessing  to  “misty” 
eyes  before  recapping  the  stmggles  of 
Newsweek,  a  magazine  that  resembles 
New  York  only  in  the  way  that  the 
Hindenburg  looks  kind  of  like  the 
Goodyear  blimp.  Same  shape,  very  dif¬ 
ferent  stuff  inside. 

I  was  reminded  of  how  last  year, 
Encyclopaedia  Britannica  received 
similarly  negative  press  for  announcing 
the  end  of  their  print  encyclopedias. 

But  those  faux-leather  volumes  were 
just  1  percent  of  their  business  by  the 
time  they  killed  the  product.  As  Jorge 
Cauz,  Britannica’s  president,  wrote  in 
HBR,  “Commentators  intimated  that 
we  had  ‘yielded’  to  the  internet.  In  fact. 


the  internet  enabled  us  to  reinvent 
ourselves  and  open  new  channels  of 
business.”  Similarly,  it  sounds  like 
New  York  is  now  in  a  position  to  divest 
from  a  declining  business  and  invest 
in  a  new  gro\vth  engine.  All  businesses 
should  be  so  lucky. 

'fliere  is  a  problem,  of  course,  in 
the  media  landscape,  but  it’s  not  wath 
reader  habits— wdiere  so  much  of  the 
Sturm  und  drang  of  industry  commen¬ 
tary  often  focuses.  It’s  with  advertiser 
habits.  In  the  past,  publishers  charged 
dollars  for  print— today  they  have  so 
far  only  charged  dimes  for  digital. 

This  is  a  challenge  for  publishers, 
but  let’s  be  clear:  the  challenge  is  not 
fickle  consumers,  the  latest  mobile 
game,  or  that  “kids  today  don’t  read.” 
(They  do.)  The  challenge  is  finding 
new  business  strategies  that  make 
money  off  of  our  ever-less  satiable  ap¬ 
petite  for  content. 

Publishing  today  is  a  thriving,  dy¬ 
namic  industry— one  that  is  changing 
rapidly. 

So  media  critics  should  leave  their 
sad  trombones  at  home.  Consumers 
are  not  spending  less  time  on  media.  If 
anything,  we’re  in  danger  of  becom¬ 
ing  giant  brains  with  only  eyeballs 
and  thumbs  and  tiny  vestigial  legs 
no  longer  strong  enough  to  hoist  our 
forgotten  bodies  off  the  couch.  That  is 
bad  new's  for  our  waistlines,  but  verj' 
good  news  for  publishers.  ■ 

This  column  is  abridged  from  an 
article  oiiginally  published  by 
Harvard  Business  Reviexo  on  HBR. 
org  (http://blogs.hbr.org/2013/l2/ 
publishers-stop-crying-over- 
spilled-ink/).  Sarah  Green  is  senior 
associate  editor  at  Harvard  Busi¬ 
ness  Review.  She  can  be  reached  at 
sgi’een@hbr.org. 
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